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‘AUTO FATIGUE’ 
IS NEW DODGE 
GIFT 10 TRADE 


Big Campaign to Follow | 
haustive Tests 


New York, Sept. 27.—‘Auto fa- | 
‘igue,’ newest addition to motor- 
iom’s already extensive vocabulary, 
ill form the basis of an extensive 
national newspaper and magazine 
ampaign to be launched next week 
y Dodge Brothers’ Corporation, 
ADVERTISING AGE learned here today | 
following a luncheon at the Wal- 
lorf-Astoria at which Dr. Andrew | 
H. Ryan, widely known _physiol- | 
outlined the results of his | 

| 


gist, 
extensive studies of this question. | 
Copy based on Dr. Ryan’s research | 
vill appear next week in some 552 | 
ewspapers over the country, to be | 
followed closely by insertions in the | 

| 


nerican Weekly and in the first 
vailable issues of other 

nes. 

At the luncheon Dr. Ryan gave a 


eagthy and minute description of | 
ie nature and extent of his re-| 
varch into the subject of fatigue en- 
wndered by driving or riding in an 


we 


ite eesle and incidentally hinted | 
at the studies he has initiated | 


int a new and important pathway | 
’ automotive research. 


Opens Many Vistas 


The connection between 
igue and acidents is obvious, 
Ryan remarked, but more than 
it, research work along the line 
optimum length of sleep on 
sits before driving and optimum 
igth of the drive without resting 
uld inerease greatly the con-| 
‘wer’s satisfaction with his auto- 
bile if the results were widely | 
sseminated. | 


driving | 


The Ryan study embraced only 
"4 stock cars in the Dodge com- 
‘itive bracket. More illuminating, 


| probably more effective as a 

Vr to buying new cars to replace 
se bought in the last four or 
years, would be a further fa- 
‘ie study of those older vehicles 
ch are “eluttering the  high- 
ss.” he intimated, expressing the 
lef that at some future date in- 
ince companies in their policies 
| discriminate against makes of 
‘known to be high producers of 
ing fatigue. 


How Tests Were Made 
’voratory tests involving 
se recordings ot fatigue 
‘ Were used by Dr. Ryan in his | 
‘s the past summer in and out 
Chicago. Seven male 
“ents, three of them medical, and 


indica- 


“young woman were employed. 
‘is well known to fatigue re- | 
thers that the first hour of any 


“ontinued on Page 
ss 


21, Col. 3) 
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TRUTH IN ADVERTISING 


THEY GET A LIE ee 
WITH A CAMEL!____ 


CAMEL'S COSTLIER TOBACCOS NEVER GET ON YOUR NERVES! 


Full-page Camel advertisement which 
ran in Detroit dailies this week proclaim- 
ing that 2! of 22 players on the Tiger 
World Series squad smoke Camels. Re- 
ports have it that this is true, the lone 
dissenter being none other than Mickey 
Cochrane, who smokes another brand 
but turned down a $1,000 endorsement 
offer from its maker because his action 
would take the ong off the Camel ansel 


BLEED PAGES IN. 


DAILY AVAILABLE 
~ TO ADVERTISERS 


“San Francisco News”’ Works 


Out Problem 


San Francisco, Cal., 
first “bleed” 
black and 


Sept. 26.—-The 
page in the regular 
white “run of newspaper 
production” ever used on the Pacific 
coast appeared Sept. 20 in the San 
Francisco News, a Scripps-Howard 
newspaper. It was a page advertise- 
ment for The Emporium department 
store devoted to Monterey furniture. 

Many newspapers have endeavored 
to work out a practical system for 
such pages, but only a few have suc- 
ceeded thus far. At least one paper, 
the San Diego Union-Tribune, re- 
cently carried a bleed page in colors, 
but it was produced on a color press. 
The Kansas City Kansan also pro- 
duced a bleed page in color recently. 


| ‘Now the San Francisco News offers 


| bleed pages to advertisers in black 
|} and white, or in black and one color, 
available as desired,” A. J. Tormey, 
advertising director, says. 

Although the mechanical problems 
|}met and solved in the production of 
‘the page under regular newspaper 
‘press conditions involved a apd 
lof highly technical operations, C. 4 
| Pitts, mechanical superintendent or 
the News, points out that the essen- 
tial “trick” is to prepare art-work 
|/and plates so that the bleed page is 
| divided into three parts. 


How It Was Done 


The bottom portion of the layout, 
varving from two to 20 inches in 
depth, is actually placed at the top. 
Then another section of the adver- 
tisement, immediately above the bot- 
'tom section, must be arranged for an 
'easy division and cast on a separate 
| stereoplate. 
“Since the webbing of the press 
could not be changed, nor the fold- 
ing and cutting operation be moved 
| because of its relation to the produc- 
tion of the complete paper,” Mr. 
(Continued on Page %1, Col. 1) 


Lasker Visions U. S. Rule 
of Advertising as Fatal 


Fact Throngs Hear Distri- 


bution Problems Dis- 
———— Gussed at Boston 


Boston, Mass., Sept. 26.—With 
three major problems—the trend of 
prices and their control under 


codes; the part that advertising can 
play in meeting distribution prob- 
lems; and consumers’ standards and 
changing viewpoints—to furnish 
plenty of food for thought and dis- 
cussion, the Boston Conference on 
Distribution, Which wound upits an- 
nual two-day conclave here yester- 
day, attracted the largest and most 
interested throng of business men 
and marketing experts in its his- 
tory. 

A highlight of the meeting was 
the ringing appeal for less govern- 
‘| ment in business and advertising, 


session of the Conference and the 
Boston Advertising Club, by Albert | 
D. Lasker, of Lord & Thomas. Mr. 
Lasker’s talk, which was broadcast 
over an NBC network, together with 
the talks of Dean Wallace B. Don- 
ham of the Harvard Graduate 
School of Business Administration 
and Edgar Kobak, NBC vice-presi- 
dent, is reported in detail elsewhere 
in this issue. 

Another feature of the meeting 
was the discussion of price control, 
which brought out a variety of opin- 
ions on its feasibility and value. 

As in the past, the two-day 
sion left little leisure time on 
hands of these attending, 
two score speakers appearing on 
the program, with every possible 
phase of distribution being put un- 
der the microscope. 


ses- 
the 
almost 


Scouts Theory of Scarcity 


At the opening session Monday 
morning, P. A. O’Connell, chairman, 
and president of E. T. Slattery 
Company, Boston department store, 
effectively disposed of the theory 
of scarcity as one likely to result 
in a higher type of society. 
perity 


voiced yesterday at a joint luncheon | 


SCORES TUGWELL BILL 


Albert D. Lasker 


amount of sabes lie ‘pendeeel 
and consumed, he said, rather than 
upon high prices. “While we in 
trade benefit momentarily from a 
rise in prices,-the moment such ad- 
vances outstrip buying power and 
curtail the actual consumption of 
merchandise, they set in motion a 
chain of consequences that bring us 
heavy loss.” 

“Anyone who tries to fix prices at 
an arbitrary level is monkeying with 
a buzz saw,” he continued. “During 
the depression I fought side by side 
with many others against the de- 
structive practice of price cutting 
because at that time the movement 
was carried to such excess that it 
was ruining all industry. Today, 
however, we must guard with equal 
vigilance against excessive price 
advances that destroy consumer 
purchasing power.” 

Turning to advertising, Mr. O’Con- 
nell said: “In this coming period, 
I am convinced that 
must play an even more important 
part than in the past. It is one of 


Pros-|the greatest influences today in our 
depends upon the physical | 


(Continued on Page 22, Col. 2) 


Last Minute News Flashes 


editions. 


content. 


“This Week” Is New Newspaper Magazine 
New York, Sept. 28.—Twenty-one leading newspapers, having over four 
million circulation and serving markets from the Atlantic to the Rockies, 
today completed organization of United Newspapers Magazine Corporation, 
to publish a tabloid size weekly, This Week, 


for distribution with Sunday 


The first issue will be dated Feb. 24, 1935, and the publication will be 
in roto and color roto throughout, with fiction predominating in editorial 
The new organization has offices in the Graybar Bldg. 


| St. Louis Advertising Tax Dies 


| 


St. Louis, Mo., Sept. 28.- 


Radio, 


States and Canada. 
}ing will be used. 


‘The bill proposing a tax of five per cent on 
the advertising revenue of local publications, and other bills taxing ad- 
vertising agencies and outdoor signs, 
Board of Aldermen and automatically died yesterday with adjournment 
of the special session at which they were introduced. 


failed of passage by the St. Louis 


Princess Pat Appoints McJunkin 


Chicago, Sept. 28.—Princess Pat, Ltd., has appointed McJunkin Ad- 
vertising Company to handle advertising of its beauty aids in the United 
national magazine and newspaper advertis- 


, againsi 


advertising | 


Boston Conference Hears 
Vigorous Plea for 
Freedom 


Boston, Mass., Sept. 25.—Govern- 
ment control of advertising, as ex- 
emplified by the Tugwell bill, would 
lower the American standard of 
living, eliminate competition in busi- 
ness and industry, effectively end 
freedom of the press and wreak ir- 
reparable harm on human welfare, 
Albert D. Lasker, chairman of the 
board of Lord & Thomas, asserted 
today before a joint luncheon session 
of the Boston Conference on Distri- 
bution and the Boston Advertising 
Club. 

His vigorous defense of advertis- 
ing and private enterprise brought 
warm applause from the unusually 
large gathering of merchants, man- 
ufacturers, advertising men and 
marketing authorities. 

Asserting that the suggested title 
for his address, “Advertising’s New 
Place in Distribution,’ implied en- 
dorsement “of the grave blanket in- 
dictment which has been brought 
advertisiag- fur--a cConsider- 
able period of time by certain out- 
standing groups of intellectuals and 
social workers representing a cer- 
tain social philosophy,” Mr. Lasker 
declared that he must speak not on, 
but against his subject. 

Advertising cannot be discussed as 
a thing apart, but only in its rela- 
tion to the social system, he con- 
tinued, pointing out that America is 
divided largely into three groups— 
“leftists,” who favor a super new 
deal; “die-hard rightists,” who think 
the old system was perfect; and a 
middle group which believes the 
present system “can well serve 
America through the ages, subject to 
constant change but with fundamen- 
tal concept unchanged.” 


Would End Advertising 


Identifying himself with the last 
group, Mr. Lasker said the group 
believes that business cannot be 
freed entirely of government regu- 
lation for the protection of society, 
but that the least government inter- 
ference possible is desirable. 

“But, if instead we adopt the New 
Deal philosophy and carry it to its 
ultimate conclusion (as expressed in 
the Tugwell bill) there would, to my 
mind, really be no advertising at all 
in the true sense of advertising, and, 
therefore, there would be no purpose 
in discussing ‘Advertising’s New 
Place in Distribution’,” he declaimed. 

“IT mention the Tugwell bill, even 
though it did not become law, be- 
cause it is the one bill under the 
New Deal which was specifically in- 
tended to control the business of 
advertising. 

“Many well meaning people read 
this bill and favored it because it 


|seemed apparently to aim at some 


worthy reforms, but I can assure 
you, as one forty years in advertis- 
ing, that every newspaper man and 
every magazine publisher, and every 
advertiser in the United States knew 
as a practical fact, putting theories 
aside, that the Tugwell bill, as orig- 
inally proposed, would defeat the 
very purposes which these well 
meaning people read into it. 
(Continued on Page 23, Col. 1) 
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2 ADVERTISING AGE September 29, 19% 
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a | VERSES FOR FORD 
< us Apparel Group 
} 
7 P. I. ELECTS 3 | L Pl f 

| | ays ans for 

—Hh af ~NEW DIRECTORS Nudism Batt! 
i [ ‘al sities: ‘hie | New York, Sept. 27.—The fight o 
| New York, Sept. 27.—-Minor changes | Joseph M. Kraus, advertising map. 
in the code for the periodical pub ager of A. Stein & Co., Chicago, Ba 
- — lishing and printing industry, which | semi-nudism and its effect on the an 
- had been requested by the NRA Wetton aenges parser oe : ap 
THE QUALITY GROUP aie See anh eae oh | ee, |parel industry resulted in a meeting 
were discussed and approved at a " Asnsies with a trail |of 150 men’s apparel manufacturer 
membership meeting here yesterday | Sistbise tein ees iadae here today to consider plans for con 
NEWSSHO T of the Periodical Publishers Institute. | tenn tee laa wae oa batting the movement through , 

With three exceptions, officers and Whose name, we'll say, was Lute. | men’s apparel commission. 

No | hg ages were re-elected. ; The jai Chita same wo Tom The slogan proposed for th: in. 
. | The retiring directors are Roy E. They both considered fo the prow | dustry is “Dress Up, America.” yy 
————————— — —___—_ | Larsen, Time, Inc.; Dr. Paul 8. Lein- chia weet | Kraus, who addressed the meeting 


SEPTEMBER 


_f how many), 


( gpABRED FA, 


~ 
are new foyou? 


_ pt ) s 
CVS — * j S mo ie 
et C 


Editorial September 7, 1934—~> 


Young Man’s World - 


New Pork Post 


FOUNDED 1801 
BY ALEXANDER HAMILTON 


Still an Old Man’s World 


Mussolini calls for a young man’s world. 

He sees the end of white supremacy in the fact 
that birth rates are declining in nearly every 
European country. 

Il Duce may be justified in his fears. But it 
is difficult to believe that an increased birth rate 
would of itself end the domination of the elderly, 
which has been an almost universal phenomenon 
of human life from primitive times to the present 

A recent survey of distinguished American 
leaders, for instance, shows that this “land of 
youth” is distinctly in the hands of men of middle 
age or over. 

All the names under the letter “A” in Who's 
Who were taken. They showed 100 per cent of 
the bankers, capitalists, engineers, architects, 
chemists, economists, Government officials and 
army and navy men listed were over forty. 

The average age of officers of a group of the 
largest American corporations was fifty-eight 
General Electric's officers averaged sixty-five and 
Eastman Kodak's averaged sixty-six. 

We suspect that a similar situation prevails in 
Mussolini’s Italy and France, Britain and other 
countries. 

It will take more than numbers to make this 
a “young man's world.” 


As far as those businesses con- 
cerned which deal with staples, lower 
priced furniture and furnishings and 
other commodities that do not require 
large investment of cash 
man’s world, 


are 


it is a young 


—- 


But 


- 


for the makers of quality products 

that is, merchandise and services that 
run into three and four figures—it is 
distinctly a Middle-Aged Man’s world. 


And Don’t Forget 


that “middle-age” begins for most peo- 
ple somewhere around 30. It is in this 
middle-aged world that The Quality 
Group has the greatest influence. It is 
for this intelligent middle-aged world 
that The Quality Group is published. 


—_it 
> 


The Straight Road 


The Quality Group is the straight road 
for the quality advertiser to reach a 
large segment of the quality market 
which, regardless of age, doesn’t run 
much more than a million families. 


THE QUALITY GROUP 


HARPERS MAGAZINE 


CURRENT HISTORY 


597 FIFTH AVENUE, NEW YORK 


SCRIBNER’S MAGAZINE 
FORUM MAGAZINE 


‘bach, Reformed Church Messenger. 
| Philadelphia, and William B. War- 
jner, McCall Company. 

New directors are Marvin Pierce. 
McCall Company; B. E. Wolfinger, 


Methodist Book Concern, and T. T. | 


Mr. Pierce 
as secre- 


‘Scott, Fiction House, Inc. 
also succeeds Mr. Larsen 
tary-treasurer. 
Officer-directors re-elected are Stan- 
‘ley R. Latshaw, Butterick Company, 
chairman, and James H. McGraw, Jr., 
McGraw-Hill Publishing Company, 
|vice-chairman. Geo, ©, Lucas con- 
tinues as executive secretary. 
| Directors re-elected include F. C. 
| Beekley, Q. S. 7., Hartford, Conn.; 
‘Fred O. Bohen, Meredith Publishing 
| Company, Des Moines; J. McKeen 
Cattell, Science Press; Aglar Cook, 
Topics Publishing Fritz J. 
Frank, United Publishers Corpora- 
tion; W. D. Fuller, Curtis Publishing 
|\Company, Philadelphia; Clifford 
Prairie Farmer, Chicago; 


Co.; 


Gregory, 
John Hanrahan, New Yorker; Guy L. 
| Harrington, Macfadden Publications. 
‘ 
Other Directors 

Charles S. Hart, Hlks Magazine; 
| Henry Lee, Simmons-Boardman Pub- 
| lishing Company; Lee W. Maxwell, 
| Crowell Publishing Company; Arthur 
'S. Moore, International Magazine 


| 

| Company ; Mareo Morrow, Capper 
| Publications, Topeka; John S. Pear- 
json, Progressive Farmer, Birming- 


‘ham: Fred D. Porter, Porter-Langtry 
‘Corporation, Chicago; P. E. Ward, 
Farm Journal, Philadelphia, and 
'F. L. Wurzburg, Conde Nast Pub- 
| lications. 

Ata directors’ meeting in the after- 
noon chairmen of advisory com- 
mittees representing the four pub- 
lishing divisions were chosen to 
‘serve for the coming year. Those 
named were Messrs. Ward, McGraw, 
| Hanrahan and Beekley, who will rep- 
lresent, respectively, the agricultural, 
business paper, general magazine and 
miscellaneous divisions. From six to 
(15 committeemen will be named later 


for each group. 
The report of the executive secre- 
tary reminded members of the ex- 


cellent results accomplished by Mr. 
Latshaw and his aides in codification 
matters. A resolution expressing ap- 
preciation was introduced by Mason 
| Britton, McGraw - Hill 
Company, and 
proved. 

One of the 


enthusiastically ap- 


interesting facts stated 


by Mr. Lueas was that the current 
year’s budget is only $54,035, the 
lowest for any of the graphic arts 


groups and possibly a record for any 
industry. There was some delay in 
securing approval of this figure, as 
|NRA_ officials doubted the amount 
would be sufficient. 

Of 3,102 publications on the mail- 
/ing list of the institute, 2,130 have 
jnow filed schedules ot advertising 
|rates, as required by the code. About 
half of those which have not filed are 
awaiting a ruling from the NRA on 


their claim for exemption on the | tier-Montayne Company, 


grounds they are non-profiting enter- 
prises, 


Among the code revisions ordered | 


at Washington is one requiring the 
| periodical publishers to set up a trade 
practices complaint board. The di- 
irectors, meeting as the code author- 
ity, considered this matter in the 
afternoon, but did not decide 
the personnel of the board or rules of 
procedure. It is planned to call a 
| meeting in about two weeks to take 
up the matter again. 


| Lefton Office Moves 


Al Paul Lefton Company, Inc., has 


|} moved his Philadelphia office to 1617 
Pennsylvania Bldg. 


Now Bert hed hoaors, letters; he 
Was quite the weil-kaown lad 
While two-buchs-ten and falth-in-me 

Were all that Tommy had. 


When blond Miss Lutz declined to go 
With Bert, he wondered why 

That Tommy should get all the show 
Was quite s blackened eye. 


He learned the night the prom was throwa 
Why he had lost the date 
For Tom had made the timely joa 


ly 
Of someone's Ford V-81 


A Peed message (0 he "yh wie tre 
(he Aatharvned Ford Dewlors of thee cap 


O. Soglow and an anonymous 

poet have joined hands to help 

the Ford dealers of Philadelphia 

impress the public with the car's 

merits. This newspaper copy is 
three columns wide. 


NRA Unable t 
Call Halt on 


Publishing | 


upon | 


Price-Cutting? 


Chicago, Sept. 27.—Asserting that 
he does not believe NRA will or can 
stop destructive price competition, 
George C. Hirst, executive secretary 
of the code authority of the Advertis- 
ing Specialty Industry, provided the 
leading feature of the annual meet- 
ing of the Advertising Specialty Na- 


tional Association in Chicago this 
week. 
Mr. Hirst was pessimistic over 


vain efforts to amend the industry’s 
code to include jobbers, such an 
amendment failing, he said, because 
ot NRA’s inability to extricate itself 
from the mass of red tape to which 
it has fallen victim. 

Mr. Hirst praised NRA for deleting 
anti-premium clauses from many 
codes, but said on the question of 
price-cutting: 


“Code makers have written reams 
|of private laws for their industries, 
| but when it comes to enforcement, it 
jis seldom that anything happens. 


The government has occasionally won | 


{in the 
Cases 


courts, but if it 
often enough, it 

ceeded by another government, be- 
cause in the long run, 
| not permit NRA or any other public 


jagzency to enforce price maintenance. 


| 


wins such 
will be sue- 


“It is up against something that is 


jeven stronger than law—the some- | 
{thing that wrecked the prohibition 
Publie sympathy is 


jamendment. 
|with the price-cutter. 
jfriend of the people.” 
| H.C. 

Company, 


He poses as a 


Page, Whitehead & Hoag 
Newark, N. J., elected 
; President of the Advertising Speci- 
jalty National Association, succeeding 


| William H. Seely, Osborne Company. | 


|Allwood, N. J... 
| rector. 


who becomes a di- 
Other officers were re-elected 
|a8 follows: Vice-president, H. KE. 
| Kranhold, Brown & Bigelow, St. 
|Paul; J. B. Carroll, J. B. Carroll 
|Company, Chicago; secretary, Marion 
| Stout, Chicago. C. N. Montayne, Get- 
Baltimore, 
| was added to the directorate. 


polities will! 


urged that the drive be made no 
| only for dressing up personally, but 
|for home and civic improvement as 
well, as a safe way back to better 
days and better living conditions, 

| William Weintraub, of Apparel Arts 
‘and Esquire, was temporary chair. 
man, and speakers included Edwin ¢. 
Hill, radio news commentator, and 
| Warren Smith, code authority for 
|the hat industry. Mr. Smith ag. 
serted that the trend toward hatlesgs. 
ness is largely responsible for the 
great shrinkage in hat sales in recent 
| years. 

| Several leading manufacturers jp. 
,dicated plans to include promotion 


- | of the dress-up idea in their own aé- 


| vertising, regardless of industry 
| plans. Whether the men’s apparel 
;commission will organize an adver. 
tising campaign or attack semi-nué. 
ism through other methods will be 
decided later. 


J. E. Gill Dies 
in Milwaukee 

Jeremiah Edward Gill, for many 
years advertising manager of Wal- 
laces’ Farmer at Des Moines, Ia., and 
Wisconsin Agriculturist and Farmey. 
Racine, Wis., died in a Milwauke: 
hospital Sept. 23. He was fifty years 
old. 

Mr. Gill was at one time Chicago 
representative for Pierce’s Farm 
Weeklies, following which he was op- 
pointed advertising manager of Jowa 
Homestead, When that paper was 
merged with Wallaces’ Farmé@r in 
1929, Mr. Gill went to Wisconsin 
Agriculturist, with offices in Chicago, 
and later joined Wallaces’ Farmer. 


| Texas Stations 


‘Form Sales Unit 

Four Texas NBC stations, KPRC 
Houston, WOAI, San Antonio, WBAP. 
Fort Worth, and WFAA, Dallas, have 


associated as the Texas Quality 
Group, and have appointed Edwari 
Petry & Co. as advertising repre 


sentatives. 

Programs will originate in any 0! 
the four stations and card rates 0! 
members stations will apply. Several 
programs have already been signet 
for the group. 


‘Circulation Managers 


Hold Golf Tournament 


The Cireulation Round Table ©! 
| Chicago held a golf tournament al 
|} Exmoor Country Club, where mem 
bers were guests of O. C. Harn, mal 
aging director of the A.B.C., Sept. 2% 

Prize winners were F. A. Muench 
Standard Rata and Data Service. 
C. E. Price, Keeney Publishing Com: 
pany; Frank V. Cargill, Hygeia; ant 
| Anthony R. Gould, Child Life. Alired 
Smart, Esquire, shot low gross fe! 
the 18 holes. 


Badger Promoted 


Edwin H. Badger who has bee! 
with the Union Oil Company’s adver 
tising and publicity staff for the pas 

| six years, has been appointed mat 
|ager of that department of the Los 
' Angeles company. He — succeeds 
Don Forker, resigned. 


ME'TROPOLITAN’S 

Rotogravure milline is lower than 
most newspaper 
millines. 


black and white 


Over 5,250,000 families 
Nearly 16,000,000 readers 


Advertising Offices 
New York - Chicas 
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PICK OF THE LITTER 


‘Lheve are runts, pets and blue ribbon winners among the 
600 odd stations comprising the radio litter. 


Look over the stations listed here. Not a runt among ‘em— 


Here’s class! 


Here's breeding! 


Why buy “just dog” when pedigreed stock like this is 
available? 


The Petry Company knows the pedigrees of these 


champions ...... 


WSB..... Saaeerrerers sy NBC 
WFBR...... Baltimore ........... NBC 
WBRC..... Birmingham ......... CBS 
“WAAB..... SE ccs Gas eee tae CBS 
“WNAC..... BD as eee wak eat CBS 
yBridgeport ........... CBS 

WKC.... 'New Haven........... CBS 
WBEN...... NS, i vieuekeenes NBC 
WGAR.....Cleveland ........... NBC 
WFAA..... REE: 6655 6442 bedeee NBC 
ery Ba ee eee CBS 
Eee NBC 
WBAP..... fee NBC 
ee Het Sevings... 4.0.05 NBC 
a er NBC 
WFBM..... Indianapolis ......... CBS 
WDAF..... oS | eee. NBC 
. ere Los Angeles.......... NBC 
*“KECA..... Los Angeles.......... NBC 
WHAS..... Louleville .....sccucs CBS 
WIOD..... ree NBC 
WTNJ..... Milwaukee .......... NBC 
WSM...... i NBC 
WSMB..... New Orleans ......... NBC 
WMCA.... New York............ ABS 
WTAR..... PON iy xs 5s onion NBC 
se 0. er NBC 
ae are NBC 
WEAN..... Providence .......... CBS 
ee eee NBC 
a aaer Salt Lake City........ CBS 
WOAI.....San Antonio.......... NBC 
THe... SOMERS: Sed ceca NBC 
_ SS Pree NBC 
ee Shreveport .......... NBC 
*Eiga@...... pO eres NBC 
~ ar eee NBC 
WDAE..... Serr CBS 
KVOO..... eee NBC 
EL 64.0% I, osc vrueee sean CBS 


ALSO THE YANKEE NETWORK AND 
THE TEXAS QUALITY GROUP 


“Indicates stations located in same city under 
same management. 


EDWARD PETRY & COMPANY, INC. 
NEW YORK e CHICAGO e _ DETROIT 
SAN FRANCISCO 
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ADVERTISING AGE 


September 29, j9,, 


AUGUST RADIO 
TIME SALES UP 


Sept. 27.—A total of 
$2,248,870 was spent for time on the 
major networks of the country dur- | 
ing August, compared with $1,907,- 
{1 spent in August last 
cording to the monthly broadcasting 
Advertising 


Chicago, 
year, ac- 


figures just released by 


Record Company. | 

Of the August total, National | 
Broadcasting Company's share was | 
$1,735,555, and Columbia Broadcast- 
ing System's portion was $513,515. | 
The total network time sales for 
the first eight months of 1934 are | 


almost | 


$26,742,444, an increase of 
$8,000,000 over the $18,994,566 total | 
for the first eight months of 1933. 

Of the August total, $1,856,724 was 
spent for time, and $412,147 
for day time 


evening 


$50,000 or 
the 


Advertisers spending 
more for network time 
month included: 

Borden Company, $52,885; 
Company, $57,290; 
Palmolive-Peet Company, $92,827; 
Foods Corporation, $128,- 
Mills, Ine., $71,092; 


during 


Lbristol- 
Myers Colgate- 
General 
309; General 


J. S. Russell, Des 
Register and Tribune 
ditor (background) inspect 
ing Llowa's crop with 
Secretary of lariculture 
Hlenry 1. Wallace. 


Voines 
Farm 


corn 


Pepe ane, See TR i i —S BB Sep 
Gillette Safety Razor Company,|the operation of this clause at any | ‘SI bd H d _ 
$106,972; Kraft-Phenix Cheese Cor-|time, and “in any particular “= FARDNER CALLS amin ea s 
poration, $53,100; Lady Esther Com-| where a manufacturer is found to} e 
pany, $83,782; Pepsodent Company, |be manipulating his prices because | Chicago Pos 
$84,211; Procter & Gamble Com-j|of this provision in such a manner | TRUTHFUL COPY ees 
pany, $84,763; Standard Brands,|as to maintain an unwarrantedly | : . 7 
Inc., $148,710. higher price to the ultimate con- | _ Chicago, Sept. 27.—Henry Slay 
sumer or to oppress small enter- | |George A. McDevitt Company, , 
a prises, or otherwise to defeat the | MOST EFFECTIVE ie Coy 
Change Price purposes of the act.” i | mmm ma —— = | ft Q 
The former provision prohibited | cago Post No, 17 
Fixin Clause | sales of drugs, medicines, cosmetics, a | American [ee 
g toilet preparations or drug sundries | New Haven, Conn., Sept. 27.— | at the in | 
° D C. d below the manufacturers’ wholesale|The consumer is not the docile meeting at 
m rug O © his price per dozen. The code au-| guinea-pig that his self-appointed | Tavern Club y 
- - \thority is empowered to fix a “com-|champions would try to make him, | day. 
Washington, D. C. Sept. 24. parable unit quantity” for products | according to Edward H. Gardner, a ose gp in, 
tas tie tevan of a amendment not usually sold in dozen or greater | executive secretary of the advisory ee dur! 
to the retail trade code approved lots. No change is made in this | committee on advertising of ene adage f 7 
last week-end, the administrator is SECen. | Srapesesesy orgprinapet es Xm Ts ch ibe 
'who addressed the New Haven Ad- | nO Opposition. } 


specifically empowered to suspend |} 
or modify the drug trade loss limi- | 


Brodie With Agency 


tation provision in cases where Melford Brodie, previously with 
manufacturers are found to be}Federal Advertising Agency and 
manipulating prices to maintain an|sales manager for Advertype Com- | 


unwarrantedly high price. pany, has joined Green-Brodie, Inc., 
The amendment also eliminated | New York agency, In charge of me- 
the proviso permitting certain de- chanical production. 


ductions for manufacturers’ dis- ee 
counts and allowances. These al- B ° ° 
rillo Series Starts 

|lowances were found to have only a mie Mex : 
a negligible effect on the resultant Tito Guizar, Mexican troubadour, 
yrice, yet caused considerable con supported by the Brillo Harps, will 
. ll Samer ‘ re ™ | be heard on the WABC-Columbia net- 
fusion in its determination. — work starting Sunday, Oct. 7, at 

The administration is specifically |12:30 p. m. EST, sponsored by the 


empowered to suspend or modify | Brillo Mfg. Company, Ine. 


Wallace Inspects 
Iowa Crops .. . 


Sees Increased Farm 
Income for 1934 


F. 

OR the next four months farm income 
promises to outstrip industrial payrolls ...”, 
said Secretary of Agriculture Wallace re- 


cently while inspecting Iowa corn crops. 


Iowa this year, as always, is the heart of 


the farming section and will have a greatly 


increased farm income. Brookmire esti- 


mates 380 million dollars. Last year’s 


total was 324 million. 


Hog prices that have tripled in three 
months, corn prices that have jumped to 70 
cents a bushel, gains in prices of grains, but- 
ter, eggs, poultry, milk, cattle and sheep 


have contributed to the increase in income. 


Iowa this fall and winter is a favored sales 
area. Your advertising message will most 
effectively reach this productive market 
through a major schedule in THE DES 
MOINES REGISTER AND TRIBUNE—dquar- 


ter million circulation. 


Des Moines Register 


| 


a 


—— 


and Tribune 


Quarter Million Circulation 


| vertising Club Monday. Advertisers, 
| the speaker said, find that at least 
ithe consumer is a fighting guinea- 
pig, very particular about his food 
‘and equipped with plenty of sales 
resistance for products that he 
doesn’t like. The wise advertiser | 
respects the consumer’s intelligence 
and protects his interests. 

Mr. Gardner, formerly professor 
of advertising and marketing at the 
University of Wisconsin, is directing 


the association’s campaign for the 
regulation of advertising in the 


package medicine industry. 
Declaring that the “clean-up” ac- 
tivities of his office are meeting 
with genuine and hearty coopera- 
tion from all types of advertisers, 
Mr. Gardner said that most adver- 
tisers have a strong sense of their 
duty to protect the consumer. “This 
is enlightened self-interest,” said Mr. 
'Gardner, “since they believe that 
by protecting the consumer they are 
protecting their own industry.” 
Mr. Gardner continued: 


Many Types of Copy 


“Advertisers who are submitting 
their copy for review range all the | 
| way from the large companies with | 
“highest standards, who are willing 
to take at our suggestion a_ still | 
/more advanced position in order to | 
|set the best possible example, down | 
{to an obscure local manufacturer | 
| who writes to us asking how to get | 


his product past the government, 
and has to be told that he would 
do better to withdraw it from the | 
| market. 


“Members of our association, at 
least, find that the consumer reacts 
against wrong products, and all the | 
advertising in the world will not get | 
him to accept a product that he 
doesn’t like. 

“Consequently, the endeavors of | 
this committee to throw its weight 
on the side of sound values and on 
the side also of a sensitively high 
standard of ethics in advertising to} 
the consumer, are simply in the line | 
of doing a better business. 

“The consumer expects to be pro- 
tected by advertising. He expects | 
2 higher standard of commercial 
ethics from advertising copy than | 
from the comparatively irresponsi- | 
ble statements of a salesman on the 
road, or a clerk talking over the 
counter. This is a reasonable expec- 
tation, firmly planted in the con-. 
sumer’s mind through three decades 
of favorable experience with adver- 
tising statements and _ advertised 
products. 

“The reputable advertisers who 
have created this committee and 
who are meeting this public expec- 
tation, hold no brief for the bad 
actor. They are sharply dissociating 
themselves from products and prac- 
tices that tend to bring advertising 
\into disrepute.” 


Agency Appoints Two 

Hirshon-Garfield, Inec., New York, 
has appointed Leon Bloom, formerly 
| director of Station WBBM, Chicage, 
| director of the agency's radio aepart- 
;ment, and Edwin A. Roberts, assist- 
ant art director. 


Barber Joins Agency 
Henry L. Barber, copy chief with 
Addison Vars, Inc., for the past nine 
years, has resigned to join the firm 
of Warman & Hall, Inc., Buffalo, 
3a 


Drepperd Resigns 
Carl W. Drepperd has resigned as 
account executive of Samuel C. Croot 
| Company, New York. 


expressed | 
thanks to me 
bers for the 
support in the “gruelling contest.’ 
Other officers were elected ag ; 
lows: First vice-commander, Arthy 
I. Collins, Crowell Publishing (Cop, 
pany; second vice-commander, Geors, 
B. Bassler, Rhodes & Leisenring ¢(, 


Henry Slamin 


pany; third vice-commander, Fy, 
R. Cross, Stewart-Warner Corpor 
tion; treasurer, A. G. Ensrud. 
Walter Thompson Company, 
elected; adjutant, William ©, }, 
ning, American Boy; assistant qj 


jutant, Thomas G. Hughes, Crow: 
Publishing Company. 

Directors for three-year terms wes 
chosen as follows: William A. Sm 
Jr., Small, Spencer, Brewer, Ip 
Frank G. Stein, Ruthrauff & Rys 
James Mason, Kable Publications: : 
B. Dicus, Stewart-Warner 
tion; and Malcolm 
tional Printing 
pany. 


Corpora 
McEachren, \y 
& Engraving (Co 


Outdoor Groups Elect 

Col. Charles H. Consolvo, presid 
ct Consolvo & Cheshire, Ine., Norfolk 
Va., has been elected president of t) 
Virginia Outdoor Advertising Ass 
ciation. J. R. Callum of the sanz 
firm is a new director of the Nor 
Carolina association. All other 
cers were re-elected. 


Made Bank Director 


Raymond M. Gunnison, vice-pre: 
dent and director of Reuben H. Do 
nelly Corporation. Chicago, \ 
elected director of the Comme! 
National Bank & Trust Compan) 
New York at its recent director 
meeting. 


“Liberty” Has Series 


“The Forum of Liberty,” conduc 
by Fulton Oursler, editor of Libe" 
and featuring Edwin C. Hill, no! 
news commentator, will be heard 
8:30 p. m. EST over WABC-Colun 
weekly starting Oct. 18. 


N. A. E. A. Plans Meet 

The fall session of the Newsp# 
Advertising Executives Associa! 
will be held at Hotel Stevens, ' 
cago, Wednesday, Oct. 17. I'v 
Maier, Milwaukee Journal, is 
gram committee chairman. 


Directs Art Activities 

As art director of Modern ! 
‘aging and Modern Plastics, Ma 
A. Cline, formerly art direct 
Tung-Sol Lamp Works, Inc., Ne’ 
has joined Breskin & Charlton! 
lishing Corporation, New York. 


AY SCHOOL 
ADVERTISING & & 
COMMERCIAL ? 
COM'L PHOTOGRA 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 
Dept. L. V., 116 S. Mich. Blvd., Chica 


GOOD 
PHOTOSTATS 
“QUICK 


AT 


ATLAS PHOTO COPY“ 
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Main Streef 


< medium 


The noncommittal Census lumps them all— 


“Cities of better than 10,000” 
Circled dots on the blank impervious maps. 
But traveling salesman-wise, we call them up: 


Railroad and main highways come together 

And some hotels happen, and a department 
store or two. 

There is a big time movie house, blaring with 
banners by day, livid with light at night. 

Factories, mills and places where people work, 

Schools and stores and churches, 

Lunchrooms and a five-and-ten, 

Banks, and bright-fronted chain stores. 

A Civil War monument with the elms and 
maples in a public square. 

Salesman stop, tourist trail and farmer outlet 

With Main Street solid on Saturday night 
with cars close herringboned. 

That’s the littlest of them. 

From that point they go up to spanking 
middle-sized, self-sufficient cities—but 

The 10,000 label is the game scent 

To the smart sales scenter, 

The rating that begins to mean something. 


Now the U. S. Census, 1930, says: 

“982 towns of better than 10,000” 

Not in neat rows like planted corn, but 

Bunched like mother cows on a windy day. 

Three-quarters of these “10,000” towns lie 
East of the Mississippi, 

Two-fifths east of Alleghanies, and north of 
Washington, D. C. 

And in a handkerchief space, roughly 200 
miles square, environs of New York City 

Are 156 ringed dots, cities “better than 10,000,” 

One-sixth of the country’s total in 1.3% of the 
country’s area. 

The handkerchief holds 17,000,000 people 

And the 156 towns thirteen million . . . 

Towns that barely make the label, such as 
Dover, N. J., with 10,031 people 

Up to Yonkers with 134,646, and 


e Hupson, N. Y., 120 miles from New York City, typical river town and regular stop 
on the Hudson River Day Line, bas a population of 12,337. More than 1,700 copies of the 
Sunday News go to its 3,035 families. Sunday News coverage—57.2%. 


Newark with 442,337, overlooked in the lee 
of New York. 

If the national market were cut up like Stock 
Show beef, 

The handkerchief spot would be filet mignon, 

Choicest bit on the whole sales bill of fare, 
with more people, more money, more 
everything that makes a market! 


The largest, thumping Number One of 
national magazines 

With circulation millions all across the map, 

Is small portion on our 156 Main Streets. 

Just check its family coverage score: 

Over 20% in 28 towns, 

From 10% to 20% in 75 towns, 

Under 10% in $3 towns. 


The runner up to Number One fares worse: 
Has 20% coverage in 12 cities, 10-20% in $9, 
And under 10% in 85! 


You can’t load many freight cars with such 
small shovels! 
But there is one national-size circulation 


With most of 2,200,000 copies clustered here - 


like ants on a sugar hill— 


Sunday 


Issued from New York City, the SUNDAY 
NEWS! 

With average coverage of half the families in 
113 Cities, 

Better than 20% in all 113, 

Less than 10% in only 9! 

It gives enough advertising in Manhattan 
and on Main Street, 

To make up a million minds at once, 

To start something that the smallest mid-block 
store, the ambitious emporium, the stolid 
jobber salesman—feels 

Something that sends the buying thrill along 
their keels, 

That moves the yearning package from the 
yawning shelf, 

And startles cash registers with glad surprise! 

It packs enough persuasion in a compact 
population 

To make a selling FORCE! 

And it costs one-fourth, one-fifth as much 

As the pro-rate portion of the national medium 
price— 

Dirt cheap for what it is and what it does! 


How much space in the Sunday News 
Shall we reserve for you? 


Oo 


NEW YORK’S PICTURE NEWSPAPER 
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New York, Sept. 27.—With rows 


$500,000 represented local retail ad- 


% 6 ADVERTISING AGE September 29, jg, Sep 
‘ 7 —~ 5 — 
zines, outdoor, car cards, etc., he|the various companies in the field. | NEWEST HOOK-UP 
] 6 000 000 IN said. Schenley, he said, today is advertis- 
$ | j | Mr. Mermey said that newspapers|ing to support volume rather than 
*% lend themselves to liquor advertis-|on the basis of potential sales. That 
es ing because of their flexibility, a|method, he told the convention, 
ree LIQUOR COPY IS valuable factor in meeting quick|seems to be a sounder way of dis- BROAD CAST IS 
Des F changes in conditions and various|tributing liquor advertising money OYSTERS 
a > government regulations. just now. Expenditures in any given 
ia SEEN FOR 1935 Newspaper advertising of wines| territory are made on the basis of MAY an eats | VEXING CHAIN 
—— | and liquors, Mr. Mermey estimated, | actual distribution. thraugh YOU t DEALER 
| for the first six months of this year = | : 
j}was $5,000,000, of which about Broeder Sedes United | 


of glistening bottles and labels and 


slight settling down of the business The industry 


tion at one time was focused on|Nothing definite 


that approximately $16,000,000 will} conditions. 


' 


TURNED 
INTO 
ORDERS 


vertising and the 
considerable fanfare, the wine and|tional advertising. 
liquor exhibit in conjunction with] that $852,770 was spent during this|business manager of Automotive 
the convention of the National! period in national , . P zs 
Wholesale Liquor Dealers Associa-|tising while painted boards, not in- United Business Drives, Inc., as vice- 
tion this week enjoyed a favorable|cluding spectaculars, 
erst a " trade response and indicated some|neons, received $1,2 


in all mediums. | sied, will increase 
Two-thirds will be used in news-| legitimate product 


papers, and the remainder in maga-| better distribution 


magazine adver-| Merchandising, New York, has joined 


has been placed 


and badly  out- 


| e 
be spent during 1935 by the wine| Advertising volume, he prophe-| jy , . Of M lk C \ 
: 1e Century Weatherstrip Com- 
and liquor industry in ; i 3. | si ill i | ‘ D , | arr 


has revolutionized the distribution 

of its product while launching a 

new advertising campaign to tell 

; the public of the nourishing quali- 
4 ties of Saltesea oysters. 

The test of the new plan took 


F O R 5 0 0 P R O D U C — dealers are now prepared to deliver 


Fy.» Columbia. The five-a- wee k serial will 


50,000. 
is still on a test) will return to New York Oct. 15 to 
in the way of a vague trend to-| basis, so far as advertising is con- open the Eastern office for the com- | 
ward fewer lines. cerned, Mr. Mermey 
At the convention, which was|vertising so far . ~ 
held at the Waldorf Astoria hotel|on the basis of past experience of Flood Named Director 
while the exhibit was being staged] other advertisers 
Tet eae at the Grand Central Palace, atten-| worn pre-prohibition experience. 
pee has 
liquor advertising, with Maurice Mer-|he implied, about what is actually | directors of the Association of Na- | a — 
mey, advertising director of Schen-| best copy and mediums for liquors } thomas Advertisers. 
ley Products Company, declaring |under the new and 


as sales of the 
increase and as 


remainder, na- Business Drives, Inc. 
He’ estimated C. F. Broeder, recently resigned as 


president. AMERICAN OvstER Cc COMPANY 
Mr. Broeder is temporarily located movene. # 
at the home office in Chicago, but 


posters and 


a 


eens rr | ade Typical four-column newspaper 


copy with which American _ 
A whe: Company is telling New England- 

_ Robert J. Flood, Gulf Refining | ors that the milkman is now their 

Company, Pittsburgh, has _ been de 

been learned, | elected a member of the board of —e eater. 


‘Distributors 


vastly changed 


Detroit Fi irm Appoints 


pany, Detroit, has appointed Simons- 
| Michelson Company to place adver- F h O t 
is effected by | tisine. res YS ers 


= 
Providence, R. 1, Sept. 27.—Mak- 
ing the succulent bivalve as easily 
accessible as the morning bottle of 
milk, American Oyster Company 


place in this city, where 32 milk 


oysters along with cream for the 
coffee. Distribution is simplified by 
the use of half-pint and pint glass 
buckets with metal tops. About 25 
dealers have been appointed in 
Worcester, Mass., and Springfield is 
next on the list, the objective being 
to cover New England with a daily 
fresh-oyster service. 

Livermore & Knight Company, 
| Providence agency, is handling the 
"newspaper advertising which ap- 
| prises oyster lovers of the new ar- 
rangements. A series of nine news- 
paper advertisements is used in 
each city. Window streamers and 
posters are provided for stores and 
restaurants and 100,000 booklets 


ba oar sch hedute rar”, stLnwing Phys sa) are being distributed to consumers 
tuch as ne poet Proof of ie peat ries re through milk dealers. 
A reg Public cation corns th ecking’, tne In addition to telling how to pre- 
orders, ely peemer cc pare oysters, the brochure stresses 
ileure eae P01) stvertses. . their health-giving qualities, partic- 
bs ae sont eee, tad deterainey steal ularly to those of anemic tenden- 
ae WF First adverties. cies. This phase of the advertising 
talned frog’ to, tnt iii ai will be given more attention after 
ceo base test advertiseent’® Shs the distribution system is working 


smoothly, the company believing 
that greatly extended consumption 
can easily be created. 


Myrt and Marge Back 


Myrt and Marge, sponsored by Wil- 
liam Wrigley, Jr.. Company, will re- 
turn to the air Oct. 1 on WABC- 


be heard in the east at 7 p. m., EST, 
and in the west at 11 p. me EST. 


No-Ko Maker Appoints 


HERE is no sweeter music to any sales manager's 
| ; ; 


or adman’s ears than when an advertisement not 

only pulls its head off in coupons but better still, when 

a goodly share of said inquiries are converted into sales. 

After all, the smarter sales and advertising executives 

Z will tell you that resulting sales are the best proof of 

the productivity of any ad. And. incidentally, any 

publication too. : : 

Here’s what Martin, Ine., Detroit. discovered what 

happened to the copy whie h they placed in Physical 

Culture, for their client, the Siroil Laboratories. when 

they applied the old reliable yardsticks of inquiries 
and sales to the initial advertisement. 

“Before repeating Siroil advertising in Physical Cul- 


nie ture.” writes F. V. Martin, Martin. Ine... **we waited 
aa until we had determined the inquiry and sales cost 
ahs from our first advertisement. We are happy to inform 
you that the results obtained from this first: test 


advertisement were most gratifying. both to inquiry 


Advertising of the Prudcn Chem- 
|ical Company, Orlando, Fla., maker 
and sales cost. The returns compared very favorably | of No-Ko products, has been placed 
with many national women’s publications we are! With Harvey-Massengale Advertising 
using: in fact. the percentage of orders to inquiries | Agency, Atlanta. Distribution will 
from Physical Culture were above the average—prac-| be made through independent drug: 
tically two-thirds of the inquiries have already been gists. 
turned into orders. Vhis is especially creditable be- eee 
ause Siroil sells at 35.00 a bottle ° 

“Especially creditable’ have a number of other Admits New Members 
coupon advertisers pronounced Physical Culture after Thirteen new members were ad- 
they have matched up the tell-tale inquiry and sales mitted to the New Haven, Conn., Ad- 
costs with those of other national magazines. For any Vertising Club at its Sept. 17 meet- 
product that can be used by more than a quarter mil- | ing. Col. Carroll J. Swan, Old Farm- 
lion modern, moneyed families, Physical Culture, the ers’ Almanac, Boston, was the 
Personal Problem Magazine. offers one of the most SPeaker. 
responsive audiences in the national magazine field. 


If you are interested, we can furnish you with many Picks London Office 


Chevrolet Counters Wit 
Football Deal 


Detroit, Mich., Sept. 27.—,, 
Motor Company apparently is gojp, 
to lean more heavily on radio the 
ever before this fall and winter, 
addition to the world series, wh; 
begins Oct. 3, Ford will sponsor, 
series of Sunday evening concer; 
over Columbia Broadcasting Sysgtey 
starting Oct. 7. 

Ford's interest in radio and spory 
appears to have had its effect » 
other car manufacturers. Chevroly 
for instance, has already signed 
KYW, Chicago, for a series of Sy 
urday afternoon football broadcast 
which will embrace all of the eigh; 
Big Ten home games of Northweg, 
ern and Chicago universities. 
The first of these will take play 
Oct. 6 as a counter-attraction, jj 
Chicago, at least, to the world serie 
game being broadcast by Ford , 
the same time. It is said that Chey 
rolet is casting about for othe 
prominent sports events to sponsor 
In the meanwhile, arrangement 
for the world series seem to be 
far from clarified as when the For 
scoop was first announced. It wa 
planned to broadcast the event ove 
both National and Columbia, by 
advertisers who hitherto have wi 
lingly made way for the wor 
series as a sustaining event see 
little disposed to bow themselvg 
out in favor of Ford. 

As a result, both NBC and Colun 
bia have announced assignments ¢ 
announcers who will “do”’ the serie 
but have been reticent as to th 
actual make-up of the networks ! 
be used. 

Stations which have no commé 
cial commitments are anxious t 
broadcast the series without com 
pensation, but are prevented fro 
doing so by the broadcasting colt 
which forbids their acceptance 
advertised programs unless the St 
tions are paid for them. 

The National Association 
Broadcasters wrestled with this § 
uation at a code meeting in Cind 
nati following their convention [a 
week, but failed to reach any 
clusion. Hence it appears that a 
stations wishing to carry the wo! 
series games will have to sell thea 
selves to Ford Motor Company ° 
its agency, N. W. Ayer & Son 
forego the pleasure of giving th# 
listeners the play-by-play accoull 

Baseball needs the stimulating 
fluence of a world series whit 
makes it, for a week, the cynosil 
of all eyes, and the fact that so 
radio stations which have hithe™ 
carried the classic will not 405 
this year is a bitter pill for the! 
jor league proprietors, as well as! 
stations, it is said. 


Id as. 


CONVENTION 
EXHIBIT> 
Hie Ss POT 
WINDOW DISPLAYS 


; 
1160. CHATHAM °) 
DIVERSEY Ol 
c Ht Cc A 


case-reasous why Physical Culture should deliver fo eat : na 
. : ; 7 Unity Heating Limited, London, 
your product, too. 


London. 


Armour Fertilizer Works, with 
|headquarters in Atlanta, has placed 


> H E P E R S O N A L Pp R O B L E M M A c A 7, I NE \its advertising account with Gott- 


Phys ] Ca l C Ul || [ “ure ‘% CotachaldeHamphoey i 


ischaldt-Humphrey, Inec., Atlanta. 


|England, maker of heating appli-| 
}ances, has appointed N. W. Ayer & 
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"the The Mortons are individualists. They like a great many which, almost by itself, constitutes the entire buying 
a things, but not necessarily the same things. About their power of today’s market. As you know, markets have 
whic likes and dislikes they are articulate, argumentative, changed. What you may not know—all economists are 
host? enthusiastic! This is a healthy condition for the Mor- practically agreed upon this point—is that today, men 
fe tons. It reflects their youthfulness and modernity, and and women like the Mortons, in their 30’s and early 
do § shows a general all-round open-mindedness toward 40°s, earn the bulk of America’s income. 


new ideas. There’s no mental stone wall at the Mortons’ 
against which your advertising will bounce without 
leaving animpression. This bright AMERICAN family 
will listen to your sales story and act upon it, if it’s 
convincing. 


S The Mortons are typical of 450,000 other AMERICAN 
1 families. Here’s the most responsive advertising circu- 
AYS lation in Chicago. For it is the youngest, certainly the 
) most active audience in town—the kind of audience 


qs makes a good h 
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The old class market has dwindled. The very young 
cannot find jobs. But alert AMERICAN families, like 
the Mortons, are enjoying steady incomes, and, con- 
fident in their futures, are spending a large part of 
these incomes. There can be no question about it: 
In Chicago, this fine, responsive type of audience is 
controlled by the American. What’s more, 450,000 
strong, it is Chicago’s largest evening circulation. A 


word to the wise is—ADVERTISE. 


CHICAGO AMERICAN f 


- + + gives 450,000 families Buying Ideas 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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and industry advertising in the food 


field merely switches consumption 
from one type of food to another, 
they point out. 
Refusal to permit an advertising 
‘as section in the prune and walnut 


agreements is just one more indica- 
tion of this anti-advertising  atti- 
tude, they insist, and the campaign 
for revision of the agreements be- 
gun by the San Francisco Advertis- 
by ing Club recently with the adop- 
Red tion of a resolution calling the AAA 
to task for its action will be pressed 
vigorously. 


No Bar, AAA Says 
AAA officials, however, maintain 
that elimination of the proposed 


advertising clause was based solely 
on their belief that “it would 
unwise to write a compulsory regu- 
lation requiring all growers” to 
support an advertising program 
whether they desired to or not.” 
There is nothing in the agreements 
to prevent advertising being carried 


be 


on exactly as in the past, they 
assert, 

The resolution of the San —s 
cisco Advertising Club, adopted fol- 


lowing a 
Phee, 
ing, 


talk by Douglas C. Me- 
editor of Western Advertis- 
deplored the action of the AAA, 
and urged “all friends of 
ture and advertising” to 
cognizance of this threat 
tiate appropriate 

Copies of the 
Mr. McPhee's 


to scores of 


agricul- 

take due 
and to ini- | 
action. | 
resolution 
talk have sent | 
prominent advertising 
and publishing organizations, 
vertising clubs, publications, 
other interested organizations 
individuals. 


and of | 
been 


to ad- 
pay 
and 


More Efficient 
Distribution Is 


| 
Need: Roosevelt | 


Sept. 24.—Increase d | 
efficiency in the distribution — of | 
goods and services is essential to | 
the well-being of the country, Presi- | 
dent Roosevelt asserted in a letter | 
to Daniel Bloomfield, director of the | 
Boston Conference on Distribution. 
Which was read at the opening ses- 
sion here this morning. | 
% “All of us are aware of the great | 
progress that has been made in the 
tield of production,” the President | 
wrote. “Our distribution facilities, 
however, have lagged behind, and | 
your government is now giving seri- 
ous study to this important subject. | 

“Distribution affects the well-being 
of all our people, and the recovery 
program recognizes and accepts the 
principle that continued prosperity 


Boston, Mass., 


is contingent, to a large degree, 
upon increased efficiency in moving 
the essentials of life from the 


ducer 


| 

| 

pro- | 

to the consumer.” | 


Plumbers Offered Prizes 
To stimulate interest in the Na-| 
tional Housing Campaign, Domestic 
Engineering is offering 118 prizes to 
its readers who show the most enter- 
prise and ingenuity in selling plumb- 
ing or heating products as part of 
the remodeling program. The first 
loan to be made under the National | 
Housing Act was for plumbing and | 
heating modernization. 


ENDLESS 
VARIETY 


in fiction satisfies 
POST READERS 


Pp?" READERS like variety. In 
one and the same breath they 
cheer sturdy Tugboat Annie and 
suave Mr. Tutt. They ask for more 
of Eleanor Mercein’s colorful 
stories of foreign lands and C, E. 
Scoggins’ virile adventures in the 
Andes. They laugh with Alexander 
Botts and at little Orvie. 

Post readers like variety in foods 
too. Every single one of Heinz 
“S7 Varieties.” 

As The Saturday Evening Post 
has taught them to expect good 
reading when their favorite char- 
acters and authors reappear, Post 
advertising has taught them to 


expect good eating from any of 


THE POWER THAT BRINGS 


TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTA- 


TION TO ADVERTISERS AND LIFE TO THEIR TRADE 


the products in Heinz famous line. 

Week by week, Post fiction draws 
readers to the newsstands. Heinz 
advertising sends these same read- 
ers to the grocers. For the power 
of the Post to win staunch friends 
for the people in its fiction works 
equally well to win good customers 
for the products in its advertising. 

If you're looking for an audi- 
ence — of intelligent, responsive, 
financially responsible readers; if 
you have a worthy story to tell, 
against a background these read- 
ers expect—then Post authors will 
advise you and Post advertisers 
assure you, that the Post is the 


place for you! 


NATIONAL REPUTATION 
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ADVERTISING AGE 


POES TO GREAT 
LENGTH TO FOIL 
OLD JACK FROST 


Prestone Plans to Meet All 
Contingencies 


New York, Sept. 27.—Since its 
product is inseparably linked with 
weather, National Carbon Company, 
Inc., in behalf of Eveready Prestone 
is making this year’s campaign as 
intricately varied as the weather 
probably will be in the next several 
months. 

Already started in some sections, 
advertising of this concentrated 
protection for motors 


the 
“one-shot” 


4 


1. P.M 


Boe 


ARQ 


$e 


against freezing temperatures is so 
extensive and intensive that a total 
of 277,000,000 selling messages will 
be delivered before the campaign is 
ended, it is estimated. 

It involves a 30 per cent greater 
advertising expenditure than that of 
last year and will range from color 
bleed pages in magazines to small re- 
minder advertisements in news- 
papers. The complete plan of copy 
and schedule is so adjusted to every 
contingency of winter driving that 
the car owner, it is said, virtually 


may use the Prestone series as a 
cooling system manual. J. M. 
Mathes, Inc., has the account. 
Copy Tied to Thermometer 
“Temperature” copy will be re- 


leased when the first cold weather 
impends and when a cold spell of 
several days is imminent in the win- 
ter season. Already the tempera- 
ture thought has been introduced in 
some small insertions, such as in 
Fort Collins, Col., where an ‘“Ad- 
vance Freeze-Up Warning” was is- 


CHARLES FRANCIS COE 


products. 


sell 


OST 


“Many years of experience have justified 
our early conclusion that those who 
choose the Post for their reading appre- 
ciate that for which our house firmly 
stands... quality. The standards of your 
magazine have always furnished an ideal 
market for the story of quality in Heinz 


sued in an advertisement which said 
in part: “Based on a twenty-year 
average, freezing weather is due in 
Fort Collins Sept. 27.” A similar ad- 
vertisement in Flint, Mich., told that 
according to an average for the same 
length of time, freezing weather is 
due there Oct. 3. 

The Eveready Firestone schedule 
calls for one two-color bleed page in 
one issue of all but four of the gen- 
eral monthly magazines. In these 
four, two facing black and white 
pages take the place of a single bleed 


page. In the same issue, there will 
be three single-column supplement- 
ary advertisements, each with a 


reference to the page number of the 


full-page advertisements. The full- 
page advertisements will, in turn, 
carry references to the single-col- 


umn copy. 

Sach magazine on this schedule 
will carry single-column copy in the 
issue immediately preceding the 
smash. Magazines on the weekly list 
will carry, in three issues, bleed 
pages in color. These pages will be 


HEINZ’ 57 © 


TE TIES” 


rough 
VERTISING 


ve 


accompanied by two single-column 
advertisements, each with a refer- 
ence to the page number of the domi- 
nant advertisement. 

The general advertising theme will 
be “Remember Last Winter—This 
Year Play Safe With Eveready Pres- 
tone.” 


Is Personalized 


Newspaper copy will include 56- 
line reader advertisements, each ad- 
dressed to owners of different makes 
of cars. Attention-getters will be 
“Do You Drive A Ford?” and “Is 
Yours a Plymouth?” with the slogan 


Message 


“Play Safe With Eveready Pres- 
tone.” Representative of this reader 


copy is one of the insertions men- 
tioned above, which reads: 

“How About Your Chevrolet? 
There’s a nip of frost in the air al- 
ready. Old Man Winter’s right on 
the job with many a cracked cylinder 
and frozen water-jacket up his sleeve 


for the careless Chevrolet owner 
who forgets. 
“But Eveready Prestone makes 


“It is just as natural and logical for 
Heinz advertising to appear in the Post 
as it is for us to use only the best ingre- 
dients in the preparation of our products. 

“The Saturday Evening Post holds a 
unique position in its field and in our 
judgment is an indispensable magazine.” 


H. J. HEINZ COMPANY 


DAY EVENING POST 


AN AMERICAN INSTITUTION” 


winter gnash in vain. Once it’s in 
.. . he’s fooled. And your Chevrolet 
is safe. Even if he gets tricky and 
sends a spell of warm days, Eveready 
Prestone won’t boil off. 

“Eveready Prestone is approved by 
Chevrolet and all other car manufac- 
turers. Absolutely safe. Odorless. 
Won’t damage finish. Your dealer 
has a chart that shows how little all- 
winter-long protection costs. Guar- 
anteed by the National Carbon Com- 
pany, Inc.” 

This insertion ends with the freez- 
ing weather date warning. 

The newspaper schedule is so 
planned that some publications get 
six, some nine and some eleven of 
these reader advertisements. All 
newspapers listed will get two tem- 
perature advertisements, the first of 
which will be a 560-line warning 
when the first freezing weather is 
predicted. The second will be one 
of 840 lines, to be released by news- 
papers when a cold spell impends, 


All Copy Different 


Each temperature advertisement 
will include a chart showing how 
much Eveready Prestone is required 
at different temperatures to safe- 
guard various makes of cars. One 
chart will be devised for use in sec- 
tions of the country where 20 de- 
grees below zero is the minimum 
temperature to be expected. The 
other chart will be a part of the ad- 
vertisements released where the 
temperature drops as low as 40 de- 
grees below zero. 

The “tailor-made” character of the 
copy in the anti-freeze campaign is 
indicated by the care taken with the 
single-column magazine advertise- 
ments alone. Eighteen of these have 
been written, each designed to ap- 
peal to specific audiences among 
the country’s readers. In layout, 
color and space plans, the same 
study has been applied to every 
angle of the freeze-foiling campaign. 


Retail Tie-up 
For Children’s 
Styles Effected 


New York, Sept. 27.—With retail 
store tie-ups, The Parents’ Magazine 
in its October issue is introducing 
two new merchandising services 
covering approved fashions and 
model rooms for children. Each is 
backed by an editorial page. 

The magazine in the first service 
will approve fashions for children 
from two to 16 years of age. These 
garments, each with a tag attached, 
stating ‘“Parents’ Magazine Ap- 
proved Fashions for the Younger 
Set,” will be sold through 27 leading 
department stores throughout the 
country. 

Each of the stores has agreed to 
feature the plan in its regular adver- 
tising, according to George J. Hecht, 
publisher, who developed it. Mats 
for suggested newspaper advertise- 
ments will be supplied these stores 
along with background posters for 
window display. Eve Bennet, 
Parents’ Magazine fashion editor, is 
in charge of selecting the merchan- 
dise and editing the page. 

The first of the model rooms will 
be a “Health-First Nursery,’ combin- 
ing ideas of health authorities, 
child specialists, educators and in- 
terior decorators. The name is the 
trade-mark of the magazine. Ar- 
rangements are being made to have 
one store in each community feature 
the model rooms, described in cur- 
rent issues of the publication. 

Nationally advertised merchandise 
will be featured. Each month a dif- 
ferent room will be described, No- 
vember’s selection being an attic 
bedroom-playroom. Each store will 
build a model of the room, complete 
from floor coverings and decorations 
to furniture. 


F.C. C. Appoints Killeen 


John Killeen, formerly with the 
General Electric Company, has been 
named director of the broadcasting 
division of the Federal Communica- 
tions Commission. Robert T. Bart- 
ley is director of the telegraph divi- 
sion, and A. G. Patterson director of 


the telephone division. 
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Business Needs Profits and It Needs 
Advertising 


Ward M. Canaday, a good adver- 
tising man who is now on the job in 
Washington helping to promote the 
program of the 

Administration, is 


modernization 
tional Housing 
making a lot of speeches to business 
groups showing how the easy financ- 
ing available 
be capitalized by the individual man- 
ufacturer or merchant in getting his 
own building into more 
general use. 

In his appearances before business 
audiences, which he usually 
successfully on the idea of enthusias- 


arangements now can 
products 


sells 


tic and energetic cooperation in the | 


national program, Mr. Canaday is 
emphasizing a point which was 
ticeably from many of 
earlier plans for improving business 
and speeding recovery. 

For example, in addressing the Na- 
Industrial 


no- 


absent the 


tional Advertisers’ Asso- 


ciation at its Cincinnati conference 


last week, Mr. Canaday said signifi- 


cantly, “There is nothing altruistic 
nor patriotic in this program. It is 
to help men sell 


their products at a profit. Those who 


intended business 
participate should do so in order to 
earn a profit on their operations.” 
Donald Richberg, general counsel 
of the NRA, to the 
same convention in which the profit 


sent a message 


theme was referred to in sympathet- | 


ic language. The National 
Administration, he said, is seeking to 


Recovery 
maintain a fair 
with full opportunity for private ini- 
the 


competitive system 


tiative and incentive of 
profit. 


The reason why representatives of 


private 


the national government are uttering 


Na- | 


the 
ject of profits, and thus providing a 
to 
vertising aimed to create profits, is 
difficult 
| cause 


these reassuring words on sub- 


| logical basis on which plan ad- 


to understand. It is be- 
the 
which have come out of Washington 


not 
many of pronouncements 
| during the past year and a half have 
the 
said so in 


have 
that 
| business is believed to have made too 


given impression, if they 


| not sO many words, 
much profit, and that from now on it 
was going to have to get along with 
little or none. 

| Of course, a theory of that kind, 

whether it 

| truster or 


brain- 
politi- 
falls of 
Business cannot live 
profits. It pay in- 
It can- 


emanates from a 
just an ordinary 
fallacious that it 
its own weight. 
| without 
}creased wages without profits. 
not give dividends 
| without profits. It cannot expand nor 
improve its plant and product with- 
out profits. 
for 


cian, is so 


cannot 


its stockholders 


And there is no incentive 
have 

im- 
provide in- 


advertising if it is 
profits. 


not to 
But 


| portant of all, it cannot 


and enjoy most 
lereasing receipts from taxation if it 
is a profitless enterprise. 
We that the 
words being addressed 


hope encouraging 
to 


|ness by representatives of the gov- 


now busi- 


ernment show a new and sincere at- 


|} titude toward the general subject of 
|} business opportunity under the new 
The initia- 
| tive and enterprise, the increased use 
| of advertising and 
the 


deal. encouragement of 
increase of 
the 
depression years are all an essential 


| ‘ 
| part of business recovery. 


the 


profits from low levels. of 


What Is ‘‘Commercial Art’’? 


A paragraph in Rough 
few weeks ago quoted Rockwell Kent 
as saying, in an article published in 
Esquire, that he was glad to have 


been able to leave behind, on his trip | 


to Greenland, “those rotten advertis- 
ing jobs.”” We have no way of know- 
ing whether Mr. Kent was speaking 
in a facetious manner or whether he 
but the 


phrase was enlightening to some de- 


Was in earnest, we believe 


gree as to the attitude of those who | 


themselves the real, 


pure artists toward what they regard 


consider 


us a lowering of their standards and 
themselves when they stoop to accept 
the filthy the 
execution of art 


with 
commercial 


luere connected 


purely 
assignments. 


Earnest Elmo Calkins, who 


bines hard common sense with a fine 


appreciation of art, and especially 


modern art, commented in his ad- 


Proofs a} 


simon- 


com- | 


the Chicago Federated 


Advertising Club on the popular idea 


dress before 
that the classic artists of the middle 
|ages painted their pictures and mod- 
eled their sculptures in order to cre- 
}ate masterpieces and not to supply a 
|market for their artistic wares. 


| “Their works dealt mainly with re- 
| ligious “because 
the of 
the the market 
for the work of artists just as busi- 


subjects,” he = said, 
church 


times. It 


Was the big business 


furnished 
ness does today. I see 
the 
the 
modern artist 
walls of a department 


no essential 
of 
chapel 
the 
except 
possibly in the attitude of the artist.” 

Obviously, the artist who considers 
the execution of art 
and other business purposes as de- 


difference between paintings 


in Sistine 
and those of a 


Michelangelo 
on 


store 


for advertising 


' . . 
;grading will never create a master- 


piece. 


SENTIMENT 


IN BUSINESS 


“1 


—The New Yorker. 


"We couldn't just drop Mabel like a hot potato after she'd been on 
this route twelve years." 


Voice of the Advertiser 


Phrase That Wrecks 
A Million Men 


To the Editor: “The Phrase that 
Wrecks a Million Men—formerly 
with’”’—Listerine’s October adver- 
tisement—is the month’s cruelest ad. 

Today there are thousands who fre- 
quently find it an effective introduc- 
tion to use the expression “formerly 
with” as a means of getting by the 
frigid buffer at the little window 
whose word sways the destinies of 
men and business. 

To stench and befoul this expres- 
sion with halitosis—to spend thou- 
sands to advertise it as the expres- 
sion of a marked man—is to void an 
expression which heretofore’ has 
usually carried prestige and _ influ- 
ence. 

Listerine says, “You will be de- 
lighted to find how many doors it 
opens.” (When Listerine is used.) 
But Listerine, have you considered 
how many doors this type of adver- 
tising will close for Listerine? 

To build men’s courage, to inspire 
them, to build their character 
through sanitary habits, will build 
your business; but to belittle the 
thousands of good men who were 
“formerly with,” violently fans the 
spark of “red” to a flame. 

Please, Listerine, don’t make us 
all the victims of halitosis; don't 
commercialize thousands who, due to 
no tault of their own, were “formerly 
with;’’—don't sell their souls’ for 
gold. 

“The Phrase that Wrecks a Million 
Men ——“formerly with’ ”’—is unsound 
advertising, it savors of halitosis, it 
needs purging with something 
stronger than Listerine. 

A. R. HANSON, 


La Grange, III. | 


7 = & 


Pacific Northwest 
in Excellent Shape 


To the Editor: The August report 
of the U. S. Department of Agricul- 
ture the Pacific North- 
west as one of the regions where the 
crop outlook is satisfactory. This is 
due to favorable moisture conditions, 
which—tor the year ending May 31, 
1934—-were 130 per cent of normal 
in Washington and 90 per cent of 
normal in Oregon and Idaho. Much 
of this precipitation was in the torm 
of snow last winter, a matter of im- 
portance since it insured irrigation 
water for the farmers who are under 
the ditch, and since there are 55,289 
irrigated farms in Washington, Idaho 
and Oregon with 3,579,246 acres ir- 
rigated. Enough water is delivered 
through the canals to cover this en- 
tire irrigated area to a depth of 
more than 18 inches. 

The fact that both dry-land and 
irrigation farmers in Washington, 
Idaho and Oregon have had sufficient 
moisture to insure their crops, with 
isolated exceptions, is established by 
crop forecasts of the U. S. 
ment of Agriculture. With less than 
3 per cent of the nation’s farms the 
Pacific Northwest is producing this 
year one-seventh of the nation’s 
wheat, one-seventh of its beans, one- 
tenth of its hay, one-eleventh of its 


establishes 


Depart- | 


| potatoes, one-fourth of its pears, and 
44.2. per cent of its commercial 
| apples. 

| The ample hay crop in the Pacific 
| Northwest is of prime importance 
|to the dairy and stock raising indus- 
|tries of this section. The govern- 


ment estimates the 1934 hay crop of 


| Washington, Idaho and Oregon as 
|5,489,000 tons as compared with 
5,375,000 tons in 1938; and this 


abundance of feed will be reflected 
in well-filled milk pails, and well- 
fattened beef cattle, sheep and hogs. 
Coast farmers have “made hay” 
while the sun shone in 1934. To them 
the drouth spells higher prices for 
their produce. 
R. E. Dyar, 


Manager, Market Research Depart- 


ment, Pacific Northwest Farm 
Trio, Spokane, Wash. 
. . ¥ 


Paints Cheerful Picture 


of California Farms 
| To the Editor: The recent articles 
/you have had from various farm 
authorities in the Middle West 
showing an increase in farm income 
and buying power in the face of 
the terrific drouth conditions have 
been illuminating. If there are those 
increases in buying power as re- 
ported in the drouth areas, what do 
|you imagine they are in California, 
|which is practically free from 
drouth except in some relatively un- 
important range sections? We have 
the practical demonstrations of the 
greater buying power among our 
farmers here—and after all it is 
the actual money’ the farmer 
spends that makes the sales man- 
ager happy. 


The picture here has been likened 
‘to a pool of water into the center 
of which a rock has been dropped. 
The agitation of the water is great- 


est where the rock strikes. So it is 
with California business. Farmers 
are dropping a rock in the nature 


of over $500,000,000 into the busi- 
ness pool of California. This is new 
|; wealth—the only new wealth cre- 
ated in the state. The agitation of 
this new money is immense in the 
leenter of the pool—the farm and 
|rural areas. The effect decreases 
as the circles of the Wave increase, 
and as yet the full effects of this 
/new money have not been felt in the 
urban centers to the same extent. 

California leads the nation in cash 
income, both total for the state and 
javerage per farm. The cash _ in- 
come for 1933 was $406,000,000. <A 
very carefully prepared estimate 
for 1934, based on prices up to 30 
days ago, shows $489,000,000. How- 
ever there has been a material ad- 
vance in many prices in the past 
“0 days, and it is now estimated the 
income this year will be well over 
$500,000,000—an increase of 
25 per cent over last year. 


While this is an increase of only 
25 per cent in total revenue, it 
an increase of over 100 per cent in 
|spendable income—or that which is 
‘left after fixed charges are cared 
jfor. This means not a one-fourth 


25 is 


|increase in business with farmers, | 
Press, San Francisco, 


|} but more nearly a 100 per cent in- 


about | 
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Information 


forAdvertisers 


The following documents may jy, 
}secured without charge by ap, 
national advertiser or advertising 
agency from the companies spongoy. 


ing them, or through AbDveErrigry, 
AGE. 
| No. 644. 20 Years of Service. 


An unusual brochure outlining the 
20 years of service which The Day 
New York Jewish language paper 
has rendered to its market, with ap 
explanation of the size and type of 
the market, its responsiveness tg 
advertising, etc. 


No. 641. 
pany. 


Henderson Wholesale Com. 

A presentation of the case for pro. 
motion in the small towns and rural 
areas, to back up the work of whole. 
| salers whose selling areas do not ip. 
clude large metropolitan centers. [p 


the form of an interview with Bil! 
Henderson, wholesaler, the attractive 
little volume points its moral jp 


pleasant fashion. Published by Grit, 


No. 642. Making a Hard Game Easy. 

A case history detailing the ex. 
periences of national advertisers who 
have solved the problem of closely 
tying up their advertising to their 
dealers’ stores by using Classified tele- 
phone directories. Includes a com. 
plete description of this service, how 
advertising may be spotted in areas 
most desirable to cover, etc. Pub- 
lished by American Telephone & 
Telegraph Company. 


No. 643. Power of Premiums as a 
Sales-Producing Force. 
An essay by E. W. Porter of Pre- 
mium Service Company covering the 
place of premiums in the advertising 


field, their use and application, in 
thorough-going fashion. Contains 
much valuable information for all 


users and prospective users of this 
form of merchandising aid. 


No. 549. Farmer to Farmer Selling 
in the Country Gentleman. 


A brochure which tells the story of 
“The Farmers’ Market Place” in the 
Country Gentleman, with a record 
of the advertisers, the results secured, 
etc. 


No. 518. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secul- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de 
|veloped by LEinson-Freeman Com- 
| pany. 


No. 627. The Truest Barometer of 


Business. 

An effective demonstration of the 
fact that street car traffic figures sup 
ply the truest business barometer 
Contains statistics showing the uP 
ward trend in street car traffic in 4 
number of the country’s most impor 
tant cities. Published by Barron 6. 
Collier, Ine. 


No. 558. Fawcett’s Broadcaster. 
A very attractive and interestins 
tabloid news bulletin issued regu 
larly by Fawcett Publications, In¢, 
giving a highly pictorial present 
tion of the editorial, circulation and 
promotional activities of the Faweett 
Women’s Group. Also contains much 


marketing and statistical inform® 
tion. 

No. 620. Paper. 

An exceptionally attractive folder 


issued by International Paper ae 
pany containing a portfolio of bus 
ness forms and advertising ides 
printed on International papers: 


spendable 
mad 


crease as it is out of the 
income that purchases 
The sale of automobiles, 
tractors, farm implements and a 
order general business prove the © 
curacy of this estimate. 

FRANK H. BEL 
ific Rure 
Cal. 
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Local Candidates Know 


_ from actual experience 


THE Boston Post Is BEsT 


The Boston Post’s power to reach the people in their homes is again out- 
standingly demonstrated by the way local candidates in the recent Massa- 
chusetts primary election placed their advertising in Boston newspapers. 


The expenditure of the candidates in the Boston Post for advertising space 
during the two weeks prior to election was more than $10,000—much 
more money than they spent in ALL other Boston newspapers COMBINED. 


THIRTY-SIX candidates competing for public office placed their advertise- 
ments in The Boston Post—including United States Senators, Congress- 
men, Governors, et al. Their advertisements ranged from five full columns 
down to 5 agate lines. Big and small, they all recognized the dominant ad- 
vertising power of the Boston Post’s great circulation as their best medium 
to reach the people. Democrats and Republicans alike sought the advertis- © 
ing strength of the Boston Post to win, and who knows the power and influ- 

. ence of the newspapers in his district better than a local candidate? 


candidates for 40 Advertisements in 
DISTRICT ATTORNEY used .. THE BOSTON POST 
eae ae Number of Political Ads. in other Boston newspapers 


Advertisements in 


- CLERK, Sup. Criminal Ct., used THE BOSTON POST The Morning Globe and | 
nt conaidate for Advertisements in The Evening Globe f 62 
‘ CLERK, Sup. Civil Court, used THE BOSTON POST The Morning Herald and | 38 
candidates for 1 ra pe ee a The Evening Traveler 
CLERK, Sup. Judicial Ct., used THE BOSTON POST 


The American . .. . 97 


candidate for 


18 candidates for Advertisements in 
: 4 GOVERNOR used .......... 29 THE BOSTON POST 
2 candidates for Advertisements in M 
‘ U. S. SENATOR used ........ THE BOSTON POST The Boston Post carried as many 
candidates for Advertisements in . : ° 
: . G CONGRESS used... 16 tic boston Post advertisements for the candidates 
a 3 candidates for Adicts te as ALL these other Boston news- 
od, LIEUT. GOVERNOR used..... THE BOSTON POST COMBINED 
1 candidate for Advertisement in p ap ers ° 
is- SECRETARY of STATE used... THE BOSTON POST 
he 1 candidate for Advertisement in 
ur STATE TREASURER used .... THE BOSTON POST 
“ 2 candidates for Advertisements in ~ 
de ATTORNEY GENERAL used. . THE BOSTON POST 
” 3 candidates for Advertisements in The Boston Post 
GOVERNOR'S COUNCIL used THE BOSTON POST 


Advertisement in 


st REGISTRAR of DEEDS used. . . THE BOSTON POST The Transcript . . . . $FO 
nta: Other Political Announcements Advertisements in 
= —PARTY MEETINGS, NOTICES, Etc. THE BOSTON POST The Sunday Advertiser. 4 


he Boston Post iis 


New England's "GOOD MORNING" for 103 Years 


SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 
» ac: R. J. BIDWELL COMPANY, San Francisco, Los Angeles, Portland and Seattle 
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Liquor Copy 


Banned in lowa | 


Liquor retailers in states bordering | 
on Iowa have been in some doubt as 
to whether they could advertise their 
wares in Iowa mediums until the 
state liquor commission ruled _ re- 
cently that all advertising was taboo. 
Mulgrew’s Liquor Store, East Du- 
buque, Ill., thereupon took occasion 


to run copy in Dubuque papers say- 
ing: 

“Iowa Liquor Control Commission 
Rules——-No firm is permitted to adver- 
tise liquors in Iowa. For this reason 
we have been forced to discontinue 
our advertisements in Iowa publica 
tious, but we will continue to give 
you value received.” 


To Henry J. Kaufman 

The Bell Chemical Company, 
ington, D. C., has appointed Henry 
J. Kaufman Advertising agency to 
place advertising for Hexasol. The 
Cherner Motor Company, Ford dealer, 
has renewed its contract for a weekly 
half-hour broadcast, placed through 
the Henry J. Kaufman agency. 


Smith i in ties Post 


Harry Mason Smith, for the past 
ten years with the Hilmer V. Swen- 
son Company, has joined the United 
States Advertising Corporation in the 
Chicago office. He wifl work with 
James Cady Ewell, recently 
pointed manager of this office. 
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POINT OF SALE 
WINS SCRUTINY 
OF ASSOCIATED 


Oil Company y Forms “‘Volun- 
tary Chain’ 


el 


San Francisco, Cal., Sept. 27.—In 
announcing the heaviest fall adver- 
tising campaign in its history, 
leiated Oil Company emphasized the 
fact that it is now operating virtually 
as a voluntary chain, with the conse- 
quent obligation to help every unit 
do a selling job. 


“This is the most important move 
Associated has ever made,” 
old R. Deal, sales promotion and ad- 
vertising manager. “Heretofore the 
company has sold its 
dealers. 
division managers’ meetings, we have 
severed relations with the past. 

“From now on our 
dealers move their stocks.” 
| The new campaign involves use of 


BUSINESS |S GOOD 
in Cedar Rapids 


Trading center for 248,000 people, Cedar Rapids serves one of the richest farming’ 
areas in the country. This year, when the Cedar Rapids area has been soaked with 
copious rains, retailers in this thriving prairie metropolis report that ''Business is 

As a matter of fact, business has never been very bad in Cedar 
Rapids. Its principal industries manufacture food products and they have 
Unemployment has been a 
Within the last two weeks the great plant 
of the Quaker Oats Company, largest of its kind in the world, 
has added 300 more workers to its payroll. 
industrial payrolls and farmers enjoying the largest 
cash return they have had since 1926, there's real 
buying going on in Cedar Rapids stores. And 
pardon us if we repeat the remarkable 
Rapids 


cted by the depression. 


coverage of the Cedar 

Gazette: 99°, in the city, 94°/, 
in the county, and 81% in 

the ABC area. 


oe Heit 


“Blankets Iowa’s Richest Market” 


tour Rupids Guzette 


Represented Nationally by 


ALLEN-KLAPP-FRAZIER COMPANY 
Detroit 


Chicago 


Asso- | 


said Har-| 


products to| 
In a series of executive and | 


job is to help | 


With large 


| 158 newspapers in three states; of 
lthe Pacific coast edition of The Amer- 
‘ican Weekly; of posters and of 
| broadcasts of football games of the 
| Pacific Coast Conference. Flying A 
be asoline and Cycol motor oil are fea 
ed. 
Changes Entire Policy 


The new policy is based on a sur- 
vey made by the San Francisco of- 
fice of Lord & Thomas which re- 
viewed the entire history and devel- 
opment of the petroleum industry. 


This survey pointed out that dur-| 


ing the past decade efforts of oil com- 
|panies have been directed chiefly at 
‘establishment of new outlets, partly 


through expansion of company facili-| 


|ties, partly through competition for 

business of independent dealers. 
Over-expansion increased 
competition among service stations, 
jaccording to this survey, that in- 
the number of outlets has 


has so 


crease in 
far outstripped the growth in num- 
ber of automobiles. The number of 
dealers has multiplied by twelve. The 
corollary is that average sales per 
dealer have shrunk 75 per cent since 
1921. 

Another important disclosure was 
‘that the small independent chain en- 
joyed a larger proportion of the busi- 
ness than any other type of service 
With the industry code out- 
price concessions to dealers 
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lawing 
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CAMERA TELLS STORY IN NEW GAS CAMPAIGN 
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FOR BETTER MOTORING 


. and the candid camera agrees. 
Many services are eficieat. But to make motoring most pieesent, you ot tae, ned 
— you can't buy them. That's why we aay, there are veluce without price tage 
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Associated Oil Company w 


One of the pieces of eg copy now running on the coast for 
ich typifies the thought behind the 
company's s new fall drive. 


and cut-throat competition for out: | 
lets, Associated has swung its efforts 
toward the point of contact with the 
consumer. 

Two booklets have been issued to 
explain the new dealer marketing 
plan. The first dramatizes the dif- 
ference between the service station 
as it actually is and as it might be. 
It asserts that to the customer, hav- 
ing his first view of a station, the 
wrong things stand out more promi- 
nently than the right ones. ‘‘Appear- 
ance is the big reason in ‘where they 
buy.’ ” 

The second shows what the com- 
pany and its dealers can do to change 
the present situation, pointing out 
that the reason why chains are get- 
ting twice as much business as in- 
dependents is that the chain has su- 
perior merchandising machinery and 
gives the consumer what he wants, 
including attractive, modern facili- 
ties, well trained personnel, efficient 
service, complete stocks, and fresh 
merchandise. 

“But,” the booklet continued, “the 
chain operator lacks one thing—per- 
sonal interest. The voluntary chain 
can give all of the things the chain 
offers, plus this friendly attitude.” 

Associated has found that the fac- 
tors most important to dealers are 
sales research, advertising, opera- 
ling, accounting, education and lu- 
brication. Each company salesman 
is charged with inspection of each 


| : 
. | Corporation, 
station to see that the new standards | 


are being observed. Every one quali: 
fying receives a plaque to which he 
may point with pride and display to 
his customers. 

The current advertising campaign 
is reflecting the new order, empha. 
sizing service, as a follow-up to the 
quality theme emphasized for so 
many years. Every advertisement 
features local dealers, the camera 
showing the numerous types of serv- 
ice rendered without compensation. 


Milwaukee Women 
Elect Chairmen 


Josephine Snapp, Chicago, vice- 
president of the Advertising Feder- 
ation of America, was the speaker 
at the first fall meeting of the Mil- 
waukee Women’s Advertising Club, 
held Sept. 20. 


New committee chairmen of the 
club are: attendance, Amanda 
Brown; “Ad Sparks,” Ruth Quinn; 
finance, Marie Bernhardt; employ- 
ment, Esther Block; membership. 
Annette Snapper; publicity, Muriel 
Markham; social, Eleanor Miller; 


program, Nan Loghram. 


Three to Lescarboura 


Austin C. Lescarboura and Staff, 
Croton-on-Hudson, New York, have 
been appointed to place advertising 
of the Aerovox Corporation, Brook- 


lyn, maker of condensers and resis: 
ters; Hardwick, Hindle, Inc., New: 
ark; and the Technical Appliance 


Long Island City, maker 
of radio and electrical specialties. 


— 


will like it, too. 
subway. 
Tap room. 


® Economical—Daily 


bath. 


iving in New York? 


Check on the merits of the ‘hes George Hotel. 
Lots of advertising people stay here. Perhaps you 


® Convenient—Five minutes to Grand Central by 


® Complete—1000 rooms with bath. 5 restaurants. 
Radio rooms. Sun roof. Library. 
@ Environment—Visit us and see what we mean. 
rates—room 
bath for one from $2; for two from $3. 

Monthly rates from $45 for room and private 


with private 


Meals range from .40. 


Send for new booklet 


PRINCE GEORGE HOTEL 


Alburn M. Gutterson, Manager 
27th to 28th Streets (just off Fifth Avenue) 
New York 
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ADVERTISING AGE 


ENTIFY DRUM 
MAJORS DESPITE 
LACK OF LABELS 


cin Manufacturer Makes An 
interesting Test 


Detroit, Mich., Sept. 27.—The pro- 
ponents of subtlety in advertising 
to have scored at least a tem- 
norary vietory over advocates of the 
abvio s in the current campaign of 


appeal 


WHERE’S ELMER? 


Poor fellow! They drank to his health 
without Drum Major Gin A breach of etiquette in 
itself And to think they could have had Drum Major 
-c better gin—et no extra cost Well—Elmer knows 

there's a difference in gins You don't have to 

But try it yourself and leam the difference. 
me Made by the Makers of Drum Major Whiskey, “Comin’ Through” 
Straight Rye Whiskey and Chateou Rouge Liqueurs and Cordials 

|. The Imperial Distillers Company ¢ Detroit 


Division of HW. © WALKER DISTILLERS & BREWERS, Inc. 


tell him 


e ; 

mm DRUM MAJOR oecix 

0 . ae 

, i E. Walker Distillers & Brewers, 

.e Inc, in behalf of Drum Major gin, 

- made by Imperial Distillers Com- 

nt a subsidiary. 

v In support of newspaper advertis- 

y. ing for this product, the company has 

: employed, in several metropolitan 
narkets, a corps of six-footers ar- 
raved in the characteristic gold braid 
id brass buttons of drum majors. 

on This delegation paraded the prin- 

j pal streets and only in Detroit car- 

ce ed any identification. 

oa The six-footers impersonating the 


fil- um majors reported with glee that 


ub. large majority of the passers-by 

mediately recognized their mis- 
the son. One wit is reported to have 
da ‘houted, “Aw, go on back into your 


ewspaper.”’ 


“ The appearance of the uniformed 
“jel sldwich men was preceded by a 
er: ‘taser Newspaper campaign of small 
ttloons, “I’m waiting for Drum 
lajor.” These drawings were inter- 
‘versed throughout the papers used. 
aff, A Humorous Drive 
ri Another campaign for Drum Major | 
os takes an altogether different | 
sis) S| Humorous wash drawings re- 
lew: ate the adventures of “Elmer,” who 


ile eagerly celebrating his ap- 


“Pages” f 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering Ll major 
headings about radio, 
newspapers, farm, 
trad? or general maga- 
i! or national) —now help publishers and 
‘casters to sell more space or time. Furnish infor- 
modern way. Agencies also use AMA 
‘tionnaires.'’ ¢¢ Send for samples today, 
ur letterhead. No obligation to buy. 


0VERTISING MEDIUM ANALYSIS 


“'Sansome Street San Francisco 


FOUR PAGES’ 


5. Pat. Off. 


“eS (regic 


Rion this 


i 
1 4 
} % 


MINUTE SERVICE 
® 


c § State 6013-4 
NEw § Vanderbi ° 
YORK / For All Branches 


LEVELAND Main 9335 
— 


\ 


proaching nuptials to a fair young 
damsel discovers too late that there 
is a difference in gins. 

The drawing shows the distressed 
bride, minister and friends awaiting 
the appearance of the groom. The 
caption asked ‘““Where’s Elmer,” and 
the answer followed: 

“Poor fellow! They drank to his 


health without Drum Major Gin—a 
breach of etiquette in itself. And to 
think they could have had Drum 


| Major, a better gin, at no extra cost. 
Well, Elmer now knows there’s a 
difference in gins. You don’t have 
|to tell him. But try it yourself and 
learn the difference.” 

J. C. Goldrick, advertising man- 
ager, said the company now has dis- 
| tribution in every wet state in the 


\ 


@ A method of selecting edi- 
torial copy which augments 
reader interest and makes the 
S.A.E. JOURNAL a superior 
advertising medium. 


| 
| 


| 
| 
| 


“IN CONFERENCE” WITH 
6000 AUTOMOTIVE 
ENGINEERS, EXECUTIVES 


JOURNAL 
& 


soarty OF 
THe oT L pNGNLDS 


country. Campaigns are being placed 
by Brooks, Smith & French, the 
agency in charge, in a large number 
of important markets. 


Peters’ New Work 


F. H. Peters, for the past eight 
years sales promotion manager of the 
Conover Company, Chicago, has 
joined the Lumber Buyers Publishing 
Company, Chicago, as vice-president 
in charge of sales. 


Bussey Pen Appoints 

yale & Pietsch, Inc., Chicago, has 
been appointed to handle advertising 
of Bussey Pen Products, Chicago and 
Mt. Vernon, N. Y., makers of wire 


fabrics and accessories for use of 
poultrymen. 


RIAL 4, JURY 


HE method used for selecting ar- 


ticles for publication 


actions Section of the S.A.E. JOURNAL 
involves a constant pre-test of reader 


interest, absolutely unique in the busi- 


ness paper field. 


Before an article is published it must 
receive a heavy majority approval from 
a group of 10 to 15 practical engineers 


especially familiar with the subject 


treated. Not only are the 


ing these committees of 


ticing experts in the field, 
are typical readers of the publication. 


Before any article is published in the 


S.A.E. JourNAL, in other words, its edi- 


Ford Symphony 
Put on Network 


Detroit, Mich., Sept. 27.—A new 
series of Sunday evening broadcasts 
over the Columbia coast-to-coast 
network beginning Oct. 7 been 
announced by Edsel Ford, president 
of Ford Motor Company. 


has 


These weekly, one-hour programs, 
running from 8 to 9 p. m., EST, will 
continue through the fall and win- 
ter and will feature the Ford Sym- 
phony Orchestra Vic- 
tor Kolar series of 
}more than 
| played at 


conducted by 
record 
two-hour concerts 
Symphony Gardens 


whose 
150 
Ford 


in the Trans- 


at the 
Chicago, 
claim of 


1934 Century of 
won the 
millions. 
In the new Ford 

chestra will be 

chorus of 24 


Progress, 
enthusiastic ac- 


series, the or- 
supported by a 
mixed and a 
notable array of guest stars, both 
singers and instrumentalists. The 
programs will be broadcast from 
Orchestra Hall here. 

The symphony will replace Fred 
Waring’s Sunday program, but he 
will continue as usual on Thursdays. 


voices 


Pontiac Promotes Bray 

S.C. 
tion 
pany, 
tion 


Bray, assistant sales promo- 
manager, Pontiac Motor Com- 
has been named sales promo- 
manager, succeeding L. W. 


Slack, resigned. 


tors are 99 44/100 per cent sure that 
it will have active reader interest. Some- 
times the method goes wrong—but not 
often. And so closely have the interests 
of the members of the Society been 


bound up with those of the JouRNAL 


; entation. 
men compris- 


readers prac- 


but also they 


itself, that these various opinions are 
gathered rapidly—often by wire—so 
that timeliness is combined with assured 
authoritativeness in the editorial pres- 


It sounds complicated — that’s our 
lookout; but it’s successful—and that’s 
your business, because it assures you 
that advertising copy placed in the 
JouRNAL is being introduced by editorial 
matter chosen by readers themselves. 


SAE JOURNAL 
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Extra Sales for Advertisers Where Druggists 
Show This Display! New Scores Show It Daily! 
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Display of 
CERTIFIED ; 
DRUG PRODUCTS 


is sponsored by 
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“Quality Merchandise is Nationally Advertised” 


The Lowest Rate “Per-Page-Per-Thousand ” 
in the Women’s Field .. Guaranteed A.B.C. 


‘“PQLUS sales for manufacturers and retailers! That’s the keynote of 

the Fawcett Women’s Group’s unique Window Display Contest 
for druggists! That is why drug store window displays all over America 
are featuring Fawcett Women’s Group advertisers. 


This contest doesn’t cost a single advertiser a dime. The contest and 


the awards are planned and paid for by Fawcett Women’s Group. Every 


day new druggists by the score are entering it. Requests for display 
material have been going to manufacturers by hundreds. 


An Extra Sales Punch 


And this is just a sample of the cooperation advertisers get from The 
No. 1 Buy in the Women’s Field. It’s a plus value, over and above the 
other values that won Fawcett Women’s Group its title. Through this 
contest hundreds of thousands of young women buyers, who have 
read advertising messages in Fawcett Publications, are getting an 
extra urge to buy at the point of sale. 

And it cost the advertiser /ess in the first place to put his message 
before this unusual big-spending young-women’s market! This 
1,700,000 circulation, guaranteed A. B. C., costs you less per page, 
per thousand, than any other magazine in the women’s field. 


Head Your List, Too, With This Group 


Investigate Fawcett Women’s Group now. Find out the extraordinary 
character of this market that costs you the least to reach. You, too, 
will be putting Fawcett Women’s Group first on your list. 


Sep’ 


— 


—_— 


Unique [xtra Cooperation] 


U.1 BUY | 


For Advertisers of Drug 
Store Products 


No Wonder Advertisers and Space Buyers Start Their 
Lists With FAWCETT WOMEN’S GROUP Az the 
Lowest “PAGE-PER-THOUSAND” Rate! 
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MILLIONS READ THESE MAGAZINES 
MILLIONS USE THESE PRODUCTS 
ARE YOU ONE OF THEM 
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THIS POWERFUL MERCHANDISING 
HELP AT NO EXTRA COST! 


Through this contest, thousands upon thousands who 
read drug manufacturers’ advertising messages in 
Fawcett Women’s Group get a quick, urgent reminder 
at their favorite drug stores—the places where they buy. 
And thousands of others are influenced by this strong 
window-display plan. 


1,700,000 BIG-SPENDING YOUNG WOMEN READERS 


They eat, smoke, wear and otherwise consume products selling 
for millions of dollars every day. Hundreds of thousands of cloth- 
ing items weekly; five million face-makeups at least, every day; 
five million meals; a million daily uses for drug supplies of every 
sort. You aren’t influencing these purchases unless you are going 
after these young women through the magazines they prefer. 
They’re easy customers to reach, too, for they are more than 
20 percent urban women, centered where your distribution is 


likely to be most complete. They’re nearly all wage earners 
or wage earners’ wives, too; they have the money and they 
spend it. 

Tell your story to these young women. They aren’t prejudiced; 
t. ey aren’t old enough to have decades of buying habits ground 
into them. They’re young and eager to try something new. They’d 
like to hear your story. Sell to them—for in so doing you sell over 
a billion dollars’ purchasing power. 


FAWCETT PUBLICATIONS, INC. 


CHICAGO MINNEAPOLIS LOS ANGELES 
360 N. Michigan Avenue 529 S. Seventh Street 705 Bendix Building 


NEW YORK 


SAN FRANCISCO 
2 Vanderbilt Avenue 


1642 Russ Buiiding 
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° versal, Mexico City; Record, Ra-| Mr. Biggers went with the Birm- was spent in advertising during tp, 
See Five-Day venna, O.; Record, Roswell, N. M.; | ingham News in 1923 as national ad- CONTINUITY IN year. Now $150,000 even today wou), Py 
and Times, Warsaw, Ind. |vertising manager, having formerly make some kind of dent on the ma, 
A.B.C. Report | Weekly newspaper: Grundy County | been with the Atlanta Constitution. ket for a new product. But Pearline t 
e | Missourian, Trenton, Mo. | He was made advertising manager of ADVERTISING IS was not a new product—it wag . 
Boosting Cost Magazines: The Chicagoan, Chi- | the News in 1925. product trying to come back. jy, 
cago; Dog World, Chicago; Elks| Mr. Bradley has been connected 1915, so the story goes, Pearline Was 
Magazine, New York; Esquire, Chi-| with Birmingham newspapers for 18 zo LAN sold to Procter « Gamble for the 
New York, Sept. 24.—At the regu- | cago. | years, starting on the old Ledger. m value of the machinery as junk, and Bo 
lar meeting of the Board of Directors Business papers: Brewery Age,|He was classified manager of the the stock on hand as raw Material lose 
of the Audit Bureau of Circulations Chicago; Soap, New York; Trust | Age-Herald for several years before ——- The once precious good will whic), Rost 
here last Friday, one of the principal | Companies, New York. joining the mows = — areer: Market Changes Cumulative eon a eee eee asi — 
topics discussed was the proposal | Se ea |tising manager in September, 1925. j peared. | lire 
: : ; Mr. Bradley has announced the ap- “On the other hand, consider th. orti 
er ae  ekanies Bi d i , § ? , P. Johnston, for Effect Stressed country’s best known rodue . rae 
( r setting their circulation iggers an pointment of Henry P. _ — : siete I “UCts - 
opti gen Pe ~y : the past three years publisher of the ee Ivory Soap, Mazda Lamps, (Cam, said 
of a five-day and one-day average. sville. Ale. T es. as local ad- bell’s Soup, Kodak and many 0 fal xt 
The board has ordered that this yond Bradley Take aia acu, Gee edits . Cincinnati, O., Sept. 27.—The ad- on sales aie “ay her ese my 
posal be pinces on <e agendum for Ne P 223 Hanson, Jr., for four years a member dress which attracted most attention have been advertised consistently in yr 
the coming convention. ew ositions of the News’ advertising staff, as na- | #t the conference of the National In- good weather and bad for mam te 
In this connection the management eeraieaads ‘tional advertising manager. dustrial Advertisers Association here years. Irreparable damage is no; ens 
reported that while in principle this | —_ ; oa Paha last week, it is generally agreed, was done when the advertising continyit = 
suggestion was sound and might in Birmingham, Ala., Sept. 27.—In a that of Chester H.|.. broken. but when tl eee 2, 
, > Cases res ‘ 4 -esentati ishift ; » g or 2WSDE ay ad- . . Lang, manager of is DroKen, ut wnen 1€ recognition none 
some cases result in the prese ntation | shift among Southern newspaper ac Grassick Joins Rep ang, ng ser puns eeadieet 4k taet. nw 
of a better picture than the six-day | vertising officials announced this ae ee + ndieree the publicity de- 

; “appa | Joseph M. Grassick, formerly with : Pr Poe mone 
average, if the plan were adopted | week and becoming effective Oct. 1, lithe Philadelphia Evening News, Mac- partment of the Throw Off Inhibitions ye 
provision would have to be made for | George C. Biggers, advertising man-|\radden newspapers, and Erwin, General Electric “Advertising cultivates markets Poet 
taking care of the extra expense, |ager of the Birmingham News and | Wasey & Co., has joined the Chicago Company, Sche- By the same token, when a farme: a val 
which it is reported would amount to | Age-Herald, will become business | office of Williams, Lawrence & Cres- nectady, N. Y.,| quits cultivating his land, lets it go saat 
a considerable item. | manager of the Atlanta Journal in mer Company, newspaper advertising and president of to seed Ser dem Seis, Gini Sertiiins u % 

New members of the bureau an- complete charge of advertising and [Per eaeTe, . the Advertising and culiivetion ave wWeecseaty & ot | 
nounced after the meeting were: circulation departments. Federation of make it productive again. Colby i pi 
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Battle Creek, Mich., and Oppenheim, | tising manager of the News and Age- | A. M. Stockman Advertising Mr. Lang spoke | Gorporation, says of his business ur, W 
Collins & Co., Inc., Pittsburgh. Herald, will succeed to Mr. Biggers’ | 4 gency, New York, has moved to new on “It Pays to ‘Wineie-teve eer enh of oak hecen xe : 
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O N E O F A M E 


ANNOUNCES OPENING OF NEW 
WITH 12-PAGE SECTION IN 


he Orexonian 


WHY? 


@ The company and its ten affiliated branches 
serve over 5000 retail firms in the Portland 
trade area. 


THE OREGONIAN DOMINATES 
THIS MARKET! 


@ The company distributes only merchandise of 
superior quality. 


OREGONIAN READERS COMPRISE 
ABLE-TO-BUY FAMILIES! 


@ The section of 12 pages and 18,536 lines of 
advertising represents an advertising expendi- 
ture of thousands of dollars. Only a time-tried 
medium could be used. 


THE OREGONIAN FOR YEARS 
HAS BEEN A RESULT-GETTING 


M FOR ADVERTISERS 


@ The General Grocery Company, with home of- 
fices in Portland, knows the trend in Food 
linage toward The Oregonian is based on 


YOU CAN DO A GOOD JOB IN THE PORTLAND 
MARKET USING THE OREGONIAN ALONE 


POFSTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 
National Representatives; VERREE & CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 
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business promotion and as a logical 
factor in a program of company de- 
velopment. 

“Why does it pay to continue to 
advertise?” the speaker asked. ‘First 
of all, because it obeys the compound 
interest law. Each advertising dol- 
lar presumably does its job in earn- 
ing a return, but each succeeding dol- 
lar not only earns a direct return, 
but keeps alive the earning power 
of a goodly portion of yesterday’s ad- 
vertising investment. As this cumu- 
lative process goes on, each succeed- 
| ing year the advertising dollar earns 
even greater dividends in doing its 
part of the selling job. 


Parade, Not Convention 


“It pays to continue to advertise 
because we are advertising to a pa- 
rade and not to a convention. Indus- 
trial mailing lists, we find, have a 
| turnover of 25 per cent a year. Com- 
|panies change, individuals change 
jobs, and perhaps even more impor- 
tant, the requirements of both com- 


| panies and individuals change. Today 
| several dozen old and new concerns 
are making air-conditioning equip- 
|; ment who hadn’t even thought of the 
‘idea two or three years ago. Every 
|one of these companies thus become 
a prospect for hundreds of products, 
supposedly well established by their 
producers, but which these new 
prospects may not associate with 
them at all. 

“Twenty-five hundred boys gradu- 
ate from engineering colleges every 
year, and in normal times enter in- 
dustries which represent the best 
customers of industrial advertisers. 
Individuals move on, new ones take 
|their places—companies move on; 
;}new ones take their places. And, of 
course, last year’s advertising has 
|little if any value with these new 
| prospects. 
| “Repetition pays because you learn 
| to advertise by advertising. Authori- 
ties on testing and checking advertis- 
jing results tell us that the only way 
to determine the results of advertis- 
ing is by its own service record—and 
by carefully planned tests. 

“It pays to continue to advertise 
because it is easier to maintain than 
to regain a recognition. You all know 
the time-honored, oft-sung story of 
Pearline. Twenty years ago one of 
the best-known names in national ad- 
vertising was James Pyle’s ‘Pearline.’ 
The advertising had run continuously 
since 18738. For 1904 the appropria- 
tion amounted to $500,000. In 1907, 
the concern having passed into the 
hands of an estate, the trustees saw 
an opportunity by which they 
thought to save a lot of money by 
cutting out advertising. 

“In 1914 Pearline tried to come 
back, and I understand that $150,000 


useful function of the business has the I: 


always been of first importance in needed 
achieving that end. To make a profit, Housin 
we must make sales. To make sales Mr. | 
we must exert sales effort—at least profitec 
that has been so ever since Emerson Advert 
got rid of his famous mouse-traps azency 
No business worthy of the name having 
fires all its salesmen, especiall) hand. 
when business is bad. Why, ther 
fore, contemplate firing the lowest Sales 
cost assistant salesman we know 
advertising? I 
“Can’t we throw off some of the At th 
business inhibitions which seem to Sales I 
be giving us the jitters? As adver [oY ! 
tising men, we have a peculiar re sora 
sponsibility to do that—not only in elected 
our own field, but to help do it wher Kenn 
we can in the operation of our busi rice-pre: 
ness ag a whole. If the advertising R ger 
man takes his eyes from the hills 0! Norner 
fails to keep himself inoculated pron 
against the highly contagious sob- “th Pe 
germ that’s in the air, then inde¢ p i 
there may be cause for concern Ove! 
the future of our country. Plow: 
Ploug] 
Northern Resumes spirin 
Northern Paper Mills, Green Bay ? spa 
Wis., has resumed newspaper advel “seed , 
tising of its toilet tissue, throug! nmnee 
Young & Rubicam, New York. moan 
— 
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A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1323 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


"Our tata) 
Ment buy 


‘iting ins 


MES 
LUMB}, 


my a. 2 
 Prairj 


a eg ae lk ; a A * Dg Re et UE EE PY eatin Mbi.e a ee Pieetel Pe aie canal ae INN Newel iy Soe tas —— mat Fey iS ee a ee | Te ee a, EES Ne ee SE ele 2 ee Cae ee ee he i i lay Se OOS fhe 1 See ee the ea : ae ote” ead fat Se ee © om =e J es [oe oe a i 
pikes he es : Ka ig ee greta See s. : iy Seri een Es ie eae ae nr a earth” ay Mam Seog TY a ren oe vi eae Tae 1 a OP ar Cee eta ee naar 
bi tae * — ae 5 ~N vie ; a 3 a - , a ne | ea a = ee " eee i 5 s : z.. v : Be ie 7 . cara ‘a =} Pe ow f pe one Ss ® Re Rs 
voi Nyset calm d rye , = 
Viel " 
Mig” Spite . ‘ 
© 5) 
= i 
a 
‘ o a 
ae 
a: 
ar ae ag 
ean 
aoe a> ee 
shee AP ae 
0 
(ee a 
Be he! 
oa oe 
ie ES eae ~ 
| aie 
aa Sev = aa 
ii a 
aR “i es 
A, Ee 
a 
ry 
- 
iar 
0 ar 
= ao 
i & a 
ce ‘es hae 
ae 
sae 
ae ie ana 
Saget — 
iy a a 
ret Cie. 
ra Se SS 
= — 
ee”. 
Fe 
7 ci 
eg 
ne 
Sarg 
et 
jos 
Fp aati = “aol 
bie aaa 
Pope ee 
i | 
< ee \ 
et, il SS 
es e 
a aay a re 
es Sa 
Sina ete PO 
es iE 
RN ay oct >t 
Cos geil ie 
Sepa” ay ae 
i baba. fh eee Ce 
Bierce ia 
a ena ee 
said = 
fit sun ee 
eeaam 
ge 
Eres 
fee ok 
eae 
1 eee 
i: 
a 
fe ; 
Pt. i 
- he 
ao 
here Ee 
a * 
i ; 
Rs 7 
Bre 6 
T° atl 
Kiger ee 
4 Spee 
Bee 3 
ae ee oe ms ae OST SSsTlCC WT TS 
ae tS ae 
Meee 
P aia 
gener 
a re 
ie aoe 
ae 
esti 
Win AADAYS I 
CORO =f9F ER 
Sepace eee a 
ae 
ae. aed 
er 
Misa 
: ee 
| / 
pe —_ 
ti 
| : —— 
. . ae — an ~ . 
| (€om pLere COVERAGE 
Be | : CONTRACTOR rk 1 ( ‘A i 
; p he A J oy 
4 | PO Du E onic 
| | In Response To 2 be Su 
; $ ishers 
- sae BU. 
. eae ae 
" | ns F 
B34 : . 
ys Cee 2 
“af ia ae } 
Tee eee comer | a Ln : 
Seana dee ere 
Bin hay ciate: 
yeep 
Pky Rater a 
tg A 
a atc 
Bs a iz pina ieee de eR ties js acs. a a ene = eee Pete i F ee he, rey ‘} z on. 1, it : ale a ee B Pa ¥ Peer ey et Oe 
2 s © ie piesa si sg Haase ve ia, Se oa eal M Pace peat eae a Set We irate Sion gs ty tes e ae ye Neti : ! a a5 | : | | | veut nae 
Be i aagl g AY aes : : ea a ea a Rte Mitch os it Sem a) ee «seit ian ae ey eh a oe 4% ee ae ie Pas ye egg gee! ee ON oe eR ¥ 9 00 Siege Spikes: ALE Wee Tea ss aes I ee 
ee hae ee ee, pensar Pia ais ery 8, AMADIS 2 os oy eae RR Seal Ait ote See Ls ee Ey Poa uk alts SiON Th By bie ae no 2 as Be ose pea, z ate aie ia & ec Cli eae girmees 20 £8 ah ees Jot ae Jed ner ORs Ne tie eran Pe ie woh SS LAA a ca A.) eM ae ag Rae Fie ee iy Bo 
SO tt hal ed par amt rahe te Sr ey SS igang Pipe eye Fe eee Be RTA Ta ke ae Pe eae 1 a ch gegen. he ey , Lek SEP atthe Sale Sa ‘east ; ge. Reet g eae a TPES Cre ay Tee kW eS ee Maral Ns ee 
ete eit! Oem eeety 8 Rend Seen en TNO Te: eg MEAN cr aw egg aN Mei oe Sap Tey ie he roe: ait, Sia ia Chu ee ee Stee rok Si Aaa Fis cis aaa es hai eee Baa yaaa (yea piige Rep TN, sali Sas ay sane an ox bY a gaa Bg loa” a Sac saa Oy, 2 RR 
ai. on eee : ea! Ps tee he aes fea eemee as RR et ea eee gs Dima eS i eae 4. Namaer ts Semel, 2) 7° Seg ReMt nC TY = Ai seh SRN aligh Ss May Re ge cota ik i walt tase. hace eee ag aie a BN aet et aeccakc tie Baw aie mo? co 
: ; pet race) Eat ace 4 oN. Bae Ke: si Aa ea ty 35, pete tit aphasia eRe ESS FN ei vat ha a8 SER LS Si een anit ee cetera ROSEY RDN cig eRe ea tay cre | cat Pra 2d pte gs ihakas ie Se sae ie Ie ait ay a4 ‘ 
BENS, Be) wee . PSB oetinlt Ny kNT he a, Sa meee! Paws or“ eae Va Boise OS eck ete a by) xe Bier re fo We Soke ge ete LOR Sng ie be ot as eh he 5 ge ot a. ene Para aie cari lice Mar. 3 oe R r “ tba (ger mh ah 
‘ = ul Bes oe ae ; Seay Sarre SS ek yet? SNe, Sica Sebi ole eae eS Ee PRM ah. Choe a. coe Ree gh Gan’ sah M av Bea Fin Lae ae eo ; eee Rae enn Dake a! Tah Aon Be oy eee ay 4 ee at ae pare y ted PS ERR a erie igh igs. tl 
v poe Lew i = = E 2 Rare ce Fo ‘ oy Se : Br ate) GS aee ae ret : % oT Pir sg cape.) eam a. PE a a og 4 


September 29, 1934 


ADVERTISING AGE 


17 


a - 


Problems Yield 
to Cooperation, 
Says Paul West 


n, Mass., Sept. 27.—A plea for 
cooperation was made to the 
Conference on Distribution 
by Paul B. West, managing 
rector, Association of National Ad- 
ertisers, New York. 

“The erying need of the moment,” 
id Mr. West, “is to get more mer- 
yandive flowing through trade chan 
is, People have money; the job is 
eonvert that money into merchan- 
ise, lt is a job for merchandising 
; distribution end of busi- 
ess convince those people with 
yoney to spend that it is to their 
lish advantage to spend _ that 


Bost 


’ ., 
Ose. 


Boston 


mel tne 


“This is a job, however, which 
many individual businesses have 

ved their inability to accomplish 
ynder conditions as they now are. 
job which demands coopera- 
tive effort.” 

The first essential factor is restora- 
tion of the confidence of consumers, 
Vr. West asserted. The other essen- 
tial is cooperative effort—first, be- 
rween industry and government, sec- 
nd, within industry itself. 

Mr. West expressed pleasure over 
the formation of a committee consist- 
ng of 43 representatives of indus- 
to study relations of govern- 
ment to industry and to offer definite 
uvice. This is a fine example of 
the kind of cooperation that is 
needed, he said, citing the National 
Housing Act as another. 

Mr. West told how cooperation has 
profited the Association of National 
Advertisers, surveys on broadcasting, 
azency service and other problems 
having been completed or being in 
hand. 


Sales Club Elects 
Harry Cook President 


At the semi-annual election of the 
Sales Executives Club, New York, 
Harry L. Cook, sales manager of the 
lquid Carbonic Corporation and pre- 

usly a club vice-president, was 
lected to the presidency. 

Kenneth Goode was elected first 
vice-president; Count Gosta Morner, 
Roger White Organization and 
Norner Multigroove Recordings, Inc., 
second vice-president; Carlton Eber- 

id, Peysograph Corporation, secre- 
tury; and Ray R. Dobson, George W. 
Rossetter & Co., Inc., treasurer. 


Plough Spends $500,000 


Plough, Ine., maker of St. Joseph 
‘pirin and Penetro, will erect a new 
850,000 plant in Memphis and will 
‘Send $150,000 on expanded plant 
lwilities in New York, it has been 
tnounced. 
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The PLUMBING & HEATING CATALOG 
‘used every day, all day long, all year 
img, in every State in the Union by 
he WHOLESALERS of plumbing and 
heating supplies for “purchasing informa- 
“ou.” It is also referred to regularly by 
he leading CONTRACTORS throughout 
hecountry. ‘This results in orders for the 
“lufacturers whose products appear in 
NM CATALOG, 

Wore you make any decision on your 1935 
Stalog problem, let us show you the most 
‘teient and economical way of placing 
> fatalog in the hands of the most 
~~ buying power in the plumbing and 
ting industry, 


WMESTIC ENGINEERING 
‘UMBING & HEATING CATALOG 
™ Prairie Avenue Chicago, Illinois 
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lA N xt Mail Advertising 


Service 
> Booklet—‘Brass Knuckles’ 
Pittsburgh, Pa. 
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GOVERNMENT 10 
PUBLISH MARKET 
DATA HANDBOOK 


Industrial Survey Promoted 
by N. 1. AL AL 


Cincinnati, O., Sept. 27.—An- 
nouncement that the United States 
Department of Commerce will issue 
an Industrial Market Data Handbook 
featured the closing session of the 
12th annual convention of the Na- 
tional Industrial Advertisers Associ- 
ation here last Saturday. 

This gratifying piece of news 
was brought to the convention by 
Roland G. E. Ullman, Philadelphia 
agency man, as chairman of the 
committee on the marketing of capi- 
tal goods. Mr. Roland has been in 
touch with the Department of Com- 
merce for many months. His repre- 
sentations have been reinforced by 
the dawning realization of the de- 
partment that capital goods must be 
aided to higher ground if any re- 
covery move is to be_ successful. 
However, Mr. Ullman and his com- 
mittee received full credit for bring- 
ing their mission to a_ successful 
conclusion. 

The work of gathering the nec- 
essary information will be placed in 
the hands of the Bureau of Foreign 
and Domestic Commerce. The Con- 
sumer Market Data Handbook issued 
several years ago was regarded as 
an outstanding piece of work by ad- 
vertising men and it is assumed that 
the industrial guide will be fully as 
helpful. 

Gregory H. Starbuck, industrial 
advertising manager, General Elec- 
tric Company, Schenectady, N. Y.., 
was elected president of the N. I. 
A. A., succeeding Howard F. Bar- 
rows, Austin-Western Road Machin- 
ery Company, Aurora, III. 

R. Davison, New Jersey Zinc Com- 
pany, New York, was elected first 
vice-president; J. R. Kearney, Jr., 
J.R. Kearney Corporation, St. Louis, 
second vice-president; and William 
E. McFee, American Rolling Mill 
Company, Middletown, O., third vice- 
president. 

Allan E. Beach, Littleford Broth- 
ers, Cincinnati, was re-elected secre- 
tary-treasurer. 

Francis D. Bowman, advertising 
manager of the Carborundum Com- 
pany, Niagara Falls, N. Y., repeated 
for the benefit of the industrial ad- 
vertisers the address he gave be- 
fore the Advertising Federation of 
America at New York last June, 
“Why Carborundum Is on the Air.” 


To Use 29 Stations 


Though abrasives are used in 
every known industry, they are also 
needed in the home and on the 
farm, the market thus being as 
broad as humanity itself. Starting 
on the air nine years ago on a 
single Buffalo station, the company 
has gradually increased its cover- 
age until on Oct. 20 when it re- 
sumes broadcasting it will use 29 
stations of the Columbia Broadcast- 
ing System, belting the country. 

At the same time, there has been 
no reduction in the business paper 
appropriation, which is regarded as 
an essential element of the _ pro- 
gram. 

The company has made its broad- 
casts as timely as possible, dedicat- 
ing them to industrial organizations 
holding their conventions, or, as in 
one instance, to the Ford Motor 
Company when it was in the midst 
of a spectacular new campaign. 

Another important tie-up is with 
the hardware trade. No less than 
36,000 cards featuring the Carborun- 
dum program have been installed 
in well-rated hardware stores. On 
one item alone, a_ kitchen’ knife 
sharpener, the company made a 
sales increase of 283.5 per cent. 
Last year, it developed a new prod- 
uct, a safety blade hone, and in the 
second six months showed a sales 
gain of 160.4 per cent. 


The N. I. A. A. meeting intro- 


duced a plan of popular voting on 
the exhibits for the first time at 
any convention, although a com- 
mittee also indicated its selections. 
The convention vote was limited to 
a selection of the best campaigns 
in each of three fields, while the 
committee went into a more detailed 
examination by classifications. 

The popular vote selected the ex- 
hibit of American Rolling Mill Com- 
pany as the most effective maga- 
zine campaign. J. R. Kearney Cor- 
poration, St. Louis, and Bucyrus- 
Erie Company, Milwaukee, were 
given honorable mention. 

Dill & Collins Company, Phila- 
delphia, was adjudged to have the 
best direct mail campaign, honorable 
mentions going to Calgon, Inc., Chi- 
cago, and Westinghouse Electric & 
Mfg. Company, East Pittsburgh, Pa. 

General Electric Company was 
credited with having the most com- 
plete campaign, other awards in this 
classification going to Link-Belt 
Company, Chicago, and Westing- 
house. 


Resumes Cocomalt Tales 


R. B. Davis Company, Hoboken, 
N. J., will start a new “‘Buck Rogers 
in the 25th Century” series Monday, 
Oct. 1, over an enlarged list of 26 
stations on the WABC-Columbia net- 
work, advertising Cocomalt. 


Swatches Again 
Appear in Copy 
In Newspapers 


Chicago, Sept. 27.—Despite 
definite assertion of postal authori- 
ties that newspapers which distrib- 


ute copies of their publications con- | 


“é ° 99 ¢ 
even | Review” Gives 


taining swatches of material, 


the | 


though the swatched copies do not | 


go through the mail, are in danger 


of losing their second class postal | 


standing, instances of 
continue to appear from 
time. 

The most important recently in- 
volved the use by Mandel Bros., 
prominent State Street department 


swatching 
time to 


store, of a four-page section contain- 
ing four merchandise swatches in 
the Chicago Sunday Tribune of Sept. 
16. This is the first distribution of 
swatches by that publication. 
Mandel Bros.’ advertisement con- 
tained one satin, one broadcloth, one 
net curtain, and one wool suiting 
swatch, and results are reported to 


have been extremely satisfactory. 

Although Post Office Department 
| officials here and in Washington re- 
‘iterate their assertion that publica- 


| tions entered as second class matter 


may not contain swatches, regard- 
less of whether or not the swatched 
copies are sent through the mails, 
they admit that no disciplinary ac- 
tion has thus far been taken in the 
case of any newspaper running 
swatches, beyond notification that 
repetition of the “offense” may re- 
sult in loss of second class mailing 
privileges. 


Lewis New Duties 


Fred Lewis, formerly treasurer 
and general manager of the Butter- 
ick Company, and prior to that sec- 
restary of Collier’s, has been made 
business manager of the Pictorial 
Review. 

He also has been appointed vice- 
president and treasurer of the Lau- 
relton Corporation, New York, the 
Hearst affiliate now publishing Pic- 
torial Review and operating its pat- 
tern companies. 


Bureau Elects Officers 


The annual meeting of the advis- 
ory council of the Certified Audit 
Bureau, Inc., was held Sept. 21 at 
the Drake Hotel, Chicago. A. N. 
Steele, Standard Oil Company, was 
elected executive chairman of the 
council; Andrew Duncan, National 
Tea Company, vice-chairman, and 
Leo Lerner, Lincoln-Belmont Booster, 
secretary. 


LLUSTRATION BY 
RICHARD E SCHROEDER 
FOR THE GENERAL ELECTRIC 
CO, CLEVELAND, OHIO. 
AGENCY * MAXON, INC. 
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18 ADVERTISING AGE September 29, io, 
aa a 
Names Gerald Beskin Executives Hear Chapple | fact that most of the sets bought re- 
‘ently have been of the smaller, Ou Yoo 
The Arrow Head Steel Products Bennett Chapple, vice-president  ATWATER KF a eee air ty. convincing the com- 
Company, maker of pistons and wrist the American Rolling Mill Company, | ts arg a ve ; ti : . rip pra 
pins for standard equipment, has | opened the season of the Sales Execu- | | pany tha 1€ time is now e 10 a : ; : 
placed its advertising account with|tives Council, Cincinnati, Sept. 28, | introduction of its expanded 1935 Rathioen cng ei poorer is 
Gerald S. Beskin Agency, Rpt G Bese an address on “How the Na- line, with nearly all models en- > eon ey 4 ya 93 “7 : 
apolis. Business papers and direct | tional Housing Act Ties Into Diversi- ee ‘or all-wave reception. 0ure S. > ‘King 
mail will be used. fied Markets.” gineered for all-wave ome which usually demands « nsider. 
eS —_—_—__ AFTER 4 YEARS Will Feature Prominent Artists able hardihood on the part of th. 
Stride Starts Drive RCA Advances Joyce The revival of the radio program |"eeéer a8 well. 
The Stride Products Corporation, T. F. Joyce, advertising and sales ——_ is probably the chief feature of the 


has launched a vigorous 
campaign to push its line of foot 
aids through drug and department 
stores. Newspapers in all large city 


Cleveland, 


markets will be used, featuring both 
prices. 


comfort and new low 


promotion manager of the RCA 
Radiotron Company, has been ap- 
pointed to the same post in the RCA 
Victor Company, and will retain both 
positions. Pierre Boucheron has re- 
signed. 


A surohit 


PREMIUM 
PACKAGE 


@ Premium package includes 
bas-relief matique, in any size great appeal 
desired, embossed in strong 
mat material with illustration 
raised one-quarter inch; pal- included 
ette with water color paints; 
brush; full color illustration 
of the subject (or descrip- sales. They 
tive story booklet); all con- 
cello- 


tained in a box or 


phane envelope. 


Here is a new, 


paints and brush. 
manent, decorative value as elements of a frieze in children’s 
rooms, ete. Desire for complete sets leads to many repeat 
are inexpensive, easy 
any type of product. Ideal for both point-ef-purchase deals 
or advertising offers. Can also be furnished in special sub- 
jects to suit your sales program. Exclusive rights to any one 
range of subjects granted on order for reasonable quantity. 


interesting and educational premium with 
to children and grown-ups alike. These hand- 


some, durable bas-relief mats or matiques reproduce Animals, 
Indians, Comic Characters, 
markable fidelity. 


Movie or Athletic Stars with re- 
Children enjoy coloring them with the 
And these matiques have per- 


to ship and handle with 


Write, wire or phone today for complete information, prices and samples 


MERCHAID., Ine... 1416 New Center Bldg... Detroit. Mich. 


In KANSAS 


HE WEEKLY KANSAS CITY 


Goes After Dormant Market 
with Expanded Effort 


New York, Sept. 27.—Convinced 
that the time is ripe to take advan- 
tage of the obsolescence factor which 
has grown apace within the past four 
or five years, Atwater Kent 
Company this week launched a 
and winter campaign for its radio 
receiving sets which will be backed 
by a budget almost twice as large as 
that of last season. 


The air lanes, to which Atwater 
Kent has been a stranger for three 
years, will again play a prominent 


part in the company’s promotion. A 
new series over the WABC-Columbia 
network, comprising 39 stations from 
coast to coast, was launched Monday 
night, in addition to a comprehensive 
‘ampaign in magazines and news- 


papers. 


Reflecting the steadily growing 
popular interest in foreign broad- 
casts as well as police, airplane, ma- 
rine and amateur transmission, the 
dominant theme in the new advertis- 


ing is “All-Wave Reception,”  al- | 
though the new and radical self- 
tuning ‘“‘Tune-O-Matic” set is given | 


much prominence as the leader of the 
line. 

Emphasis is also being placed on 
the “True High Fidelity” sets, which, 
the company holds, represent an im- 
portant engineering development al- 
though as yet only a few stations in 
the country are equipped for this 
type of transmission, which is said 
to give higher high and lower low 
notes with much truer reproduction 
of the intermediary pitches. 

In increasing its advertising effort, 
the company plans to cultivate a 
market which has lain practically 
dormant for the past four or five 
years, during which time the all- 
wave set has 
automatic 
visual shadow and silent tuning, 
high fidelity reception and a number 
of other features. Since most re- 
ceivers now in use were purchased 
before 1930, these new features ren- 
der them practically obsolete, the 
company believes. 

To this obsolescence is added the 


Mfg. | 
fall | 


been introduced with | 
tone and volume control, | 


intensive sales and advertising 

effort. For six years, 1925 to 1931, 
Atwater Kent pioneered, amidst 
much skepticism, in presenting on 
the air almost every prominent artist 
in the music world. The new series 
|will continue this tradition with 
| famous pianists, instrumentalists and 
singers from opera and _ concert 
stages. 

Josef Pasternack’s orchestra will 
be featured. On the opening night, 
|Grace Moore, formerly of the Metro- 
politan Opera and star in the cur- 
rent motion picture success, “One 
| Night of Love,” was the vocalist. 
| John Charles Thomas will be starred 
in the second program. 

The magazine and newspaper phase 
of the new sales drive started with 
full pages in Collier's, Saturday Eve- 
ning Post and Time. Full pages will 
| be used regularly in those magazines 
jas well as in American, Cosmopolitan, 
| National Geographic and Redbook. 
More than 100 newspapers are be- 
|ing used, starting with a 1,000 line 
announcement. In each territory the 
|/newspaper advertising starts on word 
from the distributor that his sales 
operation is ready to begin. This 
|national effort is supplemented by a 


new 


|cooperative dealer campaign in local 
| newspapers, copy in mat form being 
| supplied by the factory. 


Attacks Farm Market 


Half-page advertising is running in 
four of the national farming publica- 
|tions and also in a number of terri- 
‘torial publications, inasmuch as the 
|farm market is considered to hold 
| good prospects for radio this fall and 
| winter. In addition to the regular 
| A. Cc. and D. C. sets available to 
|farms receiving electric service, At- 
water Kent has a number of new 
battery-operated sets, employing the 
air cell battery introduced by Na- 
tional Carbon Company. 

The radio trade press is carrying 
spreads in every issue, some of them 
in color. An elaborate series of 
| dealer helps in the form of literature, 
window streamers, store and window 
displays, etc., as well as posters with 
space for the dealer’s imprint, is be- 
ing released from the factory. 


Batten, Barton, Durstine & Osborn 
are in charge of the campaign. 


STAR has 15,361 more rural 


route subscribers in Kansas than the 


second largest farmer’s publication cir- 
culating in that state, at an advertising 
rate of 15c per line less! 

19% more rural route circulation in 
Kansas at a saving of 19% in the ad- 
vertising cost! 


vvy 
Now that the internationa! yap}, 
races are over, “hands across th, 
sea” will be understood heres ‘ter , 
include a set of boxing-glov: 
os 9 
Geraldine got a great kick out 


reading about the yacht races. Sh, 


couldn’t make out what they dig 
when they luffed, but she ought 
it must be grand. 
vvy 
With another pennant staring 


them in the face, the New York Gj 
ants have been as jittery the past 
few weeks as an elderly bride whos 
boy friend is about to leave her jp 
the lurch. 

. = 2 


Twenty-one members of 
Cochrane’s Detroit Tigers, 
advertises, accept only that 
of cigarettes. If that’s 
takes, the Washington 
must have been smoking 


Mickey 
Camel] 
brand 
what it 
Senators 
corn-silk 


7, F F 


Deets Picket objects to liquor ad- 
vertisers ‘decorating their adver. 
tisements with beautiful girls.” I 
looks as if properly embellished ads 
have at least one regular reader in 
the office of the Methodist Board of 
Temperance and Public Morals. 


= 


London makers of KST brassieres 
and girdles have announced thei 
intention of entering the United 
States market. The sun never sets 
on the British empire, and KST 
products get around, too. 


7 3 


A cooperative campaign for mor: 
ticians (undertakers to you) is 
being considered. Here's hoping 
they don’t go in too aggressivel) 
for expanding the market. 


, + @ 


“Her husband makes over $5,000,’ 
headlines Redbook. 

Meaning that his wife spends ove! 
$4,000? 


* ¥ 


Just to add to the complications 
of this advertising business, they’ 


arranged that you can now order 
square half-tones made with a ¢il 
cular screen. 


7 F ¥ 


You can say what you like aboul 
Gen. Johnson, but you'll have 
admit that he gave the correspon’ 
ents plenty of new words abi 
phrases to play with. 


, 2 F 


The broadcasters are now thinh 
ing of organizing their own ne 
service. And, if you leave it to \ 


announcers, every yarn that brea 
will be a front-page story with 4 


seven-column streamer. 


— oo 


Western Union, going in for * 
vast array of merchandising Ss" 
ices, is now prepared to locate /™" 
nearest Selby shoe dealer. It 18 ™ 
mored that you can even send tele 
grams that way. 


e your 


a 


The high rate of divorce i? " 
United States isn’t due to the ™ 


. 1 u 

ies, gin or automobiles, DUC?) 

guessed it—to not buying the ' 
brand of advertised coffee 

vvy 

. , eve” 

Will the Prince of Wales veal 

marry? asks Liberty. At “2 

pm . aa ole 

5,000,000 American girls are “hat 


10 ) 
dent they have the answer t¢ 
one. 
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Jingle Copy to Carry 
on for Burma-Shave 


Ted 


Minn., Sept. 27.—J|he declared. “It is my belief that 
after six years of exploiting its the average motorist undoubtedly 
product through a medium which | sees the serialized signs on the high- 
many important figures in advertis-| ways and affixes the product in 
ng at one time deemed “absolute | mind, but does not always read the 
lly,” Burma-Vita Company oF Min-| copy. Hence, the product he thinks 
peapolis, producer of Burma-Shave, | o¢ when he sees the familiar serial- 

ized sign is Burma-Shave—because 


shortly commence its seventh | ; 

fj] campaign with the same unique 

fal ‘we were first with that type of ad- 
| vertising.”’ 


nd original method—serialized road | 
Jingled advertising Burma- 


signs jingled copy. 

Allan Odell, vice-president and | ‘ j 

avert ‘ng manager of the Company, | Shave was first used in the summer 
sho originated the unique advertis- | 0! 1926 on highways leading into 
og plan, and who is now preparing | Albert Lea, Minn., the initial appro- 
pis fall campaign, explained his com-|priation being $200. An unusual in- 
pany’s success briefly: crease in sales was noted almost 
“The humorous, inoffensive man-|jmmediately in Albert Lea drug 
jer in Which we present our product | stores. At once the organization ap- 
gr consumption through jingled| propriated $25,000 for signs to be 
py along the road sides has|placed throughout Minnesota, lowa 
many friends, leaping|and Wisconsin. At the end of the 
ales curves and repeat purchases,” |year sales jumped from practically 
e told ADVERTISING Acre. “After fix-| nothing to $68,000 gross. 

ng our product in the public mind, 
which brings about the sales, we 
procure repeat purchases through The following year signs were dis- 
the quality of the product. We feel|trjputed throughout the central 
that our large sales are directly at-| states and sales increased propor- 
method of adver- 


Minneapolis, 


copy 


rought us 


Steady Growth 


. tributable to our | tionately. With an advertising ap- 
F ising plus a quality product, and as | | propriation of $45,000, sales bounded 
, result we will continue the me-\to over $135,000. In 1929 $20,000 


jjum.” |more was sncamidins and the East 
Others’ Efforts Fail and West coasts were dotted with 

"i Although the ubiquitous, whimsical | the jingles; sales doubled. In 1930 
It little roadside signs, a typical one|Southern and New England states 
js Wot which reads: “Every shaver—| were added, and now the provocative 


las ® : 
now can snore—six more minutes— little red signs strike the eyes of 


, 
~ than before — by using — Burma-| motorists in 43 states. 
Shave’ has been the golden chant! In 1930 the firm managed to show 
wrying the Minneapolis manufac- a substantial gain in sales over 1929 
turer along the road to fame and|despite the depression period and 
fortune, several others who have |the company paid a dividend amount- 
res Me iod hitching their sales efforts to| ing to $10 a share. Each year in the 
€! Biine same vehicle have met with in- | past six has brought substantial 
ted TF iitferent success, according to Mr. | gains over the preceding one. 
el Bi viel, who offers a unique explana- | Today the factory turns out over 
ST tion. two tons of the cream every work- 
‘Those organizations which have | ing day in the year for consumers 
vmicked our method of advertising | who prefer the “no brush—no lather 
only were unsuccessful but|—no rub in-—wet your whiskers 
nor: ped us sell Burma-Shave as well,” | then begin” style of shaving. (Dur- 
ying 
vel! 


0% of MONTREAL is FRENCH 


~f'5.4% of the surrounding 
Population is FRENCH 


der Advertisers who want MORE Consumers 
‘ in FRENCH Montreal — Advertisers who 
desire to secure sales in this Market 
about ‘ 
» wi Need the MONTREAL 
pont 
if 
think a atric 
ag VEE CANADA'S UB DYNAMIC FRENCH NEWSPAPER ACG 
yeans yr: e ‘ 
ith 4 in the handy 80-inch page-size 
No one French paper can cover for any advertiser all the 
\454,380 French people in the district of which Montreal is 
“= % 
5 Mm ‘te centre, 
2 your 
is M La Patrie with its steadily growing circulation, both on week 
sii ‘ays and the Saturday (week end) editions, goes to a selected 
soup of FRENCH readers at a small cost, and with the 80- 
“ch page that eliminates “buried ads,” secures the utmost 
in @ @ “tention per dollar spent. 
» right Let us figure with you or your agency how La Patrie 
can best serve you. Write Advertising Manager, La 
Patrie Building, Montreal. Ontario office, 407 Canada 
Permanent Building, Toronto, Harold E. Stephenson, 
evel Representative. United States Representatives—Loren- 


zen & Thompson, Inc., 19 W. 44th St., New York City. 
122 §. Michigan Ave., Chicago. 


IMITATES DAILIES 


ASUR SSNS ES 


| 
| 
| 
THE HAR#ER BANK 
CANTON [)T)>-on10 


Sean cm Bamwes ~ mOGtTH Camtom + 10 a 


sn 4 that es daily paper ap- 
peals to such a wide and diversi- 
fied audience because of the 
variety of its editorial content, 
the Harter Bank, Canton, O., and 
its agency, Griswold-Eshleman 
Company, Cleveland, decided to 
make the bank advertising a “min- 
iature newspaper" in which some- 
thing of interest to each class of 
prospect is included. This is a 
typical advertisement. 


ing busy periods it has turned out 
as much as ten tons a day.) 

Burma-Shave employs no salesmen 
to push its product. With the excep- 
tion of a few large chain and depart- 
ment stores it is sold only to job- 
bers. It now has practically com- 
plete national distribution through 
drug jobbers. It used only road sign 
advertising until 1929 when a modest 
amount of periodical advertising 
was added. The new campaign, while 
still bearing principally on the road- 
side signs, will also include compar- 
atively small expenditures for sam- 
ples, window displays, and elevated 
and street car cards. 


An Alger Story 


The story of the cream’s debut and 
its subsequent success reads amaz- 
ingly like a tale from the fertile 
brain of Horatio Alger, Jr. It was 
“found” by a chemist who had been 
unemployed and who was befriended 
one Christmas by Clinton M. Odell, 
president of the firm. The befriended 
acknowledged in person a ‘“Christ- 
mas cheer” check of $25, and sought 
and procured work with the com- 
pany, declaring that he “didn’t care 
if the firm paid him anything for 
his services or not.” After working 
for the organization only a_ few 
weeks he evolved a combination of 
ingredients that revolutionized the 
shaving cream industry. He is now 
a stockholder of the company. 

Approximately 45,000 of the jingled 
signs are to be found in 43 states. 
They consist of six signs, placed 100 
feet apart, each bearing one to three 
words of the jingle, all tied together 
with the final product-name_ sign. 
They are placed 100 feet off the main 


highways leading into the cities 
throughout the various states. Farm- 


ers, on whose land the signs are 
placed, are given annual rental fees 
which amount collectively to about 
$30,000 and they in turn are respon- 
sible for their protection. The firm 
issues an interesting pamphlet each 
month to the farmers who care for 
their signs in order to continue their 
good will. 

A “jingle contest” is conducted by 
the firm annually to procure the 
rhythmical copy. Originators of ac- 
cepted jingles are paid at the rate 
ot $200 each for accepted verses. 


Minneapolis Club 


Picks Committeemen 


Committee chairmen of the Adver- 
tising Club of Minneapolis have been 
elected as follows: Ernie J. Willette, 
programs and entertainment; John 
A. Grill, membership and attendance; 
Ralph W. Cornelison, ways and 
means; 

Richard C. Budlong, publicity; Ed- 
mund M. Kopietz, education and ex- 
tension; Thomas Boright, speakers’ 


bureau; Howard L. Cless, sports; 
Neal Rasmussen, fraternal. 


DOLLAR WATCH 
RE-INTRODUCED 
BY INGERSOLL 


New York, Sept. 27.—The dollar 
Ingersoll watch is back as a nation- 
ally advertised product after a long 
period of inactivity when higher 
priced lines were volume sellers. A 
series of half-column and column ad- 
vertisements, first insertion of which 
appeared last week, will run in the 
Saturday Evening Post, featuring 
also watches higher in price and a 
new dollar clock. 

The dollar Ingersoll was at the 
height of its popularity before the 
war and the company continued to 
be a large national advertiser until 
the last four or five years. Early 
in 1933, after extensive design work, 
the Ingersoll-Waterbury Company, 
Inc., Was successful in developing a 
pocket watch that could again sell 
for $1, but within a few months, in 
the face of NRA developments and 
other disturbing factors, it was 
withdrawn 

The new dollar seller is the result 
of continuous efforts, since that time 
last year, to produce a comparable 
watch. The lowest price Ingersoll 
watch recently has been the Mickey 
Mouse model, at $1.50, with which 
the company scored a success fol- 
lowing its introduction last year 


Market Responds 


When the new item was an- 
nounced to dealers about a month 
ago, it found ready trade accept- 
ance, jumping back into the place 
of the old dollar Ingersoll. At the 
same time, a new dollar alarm clock 
Was announced, and it too imme- 
diately found a widespread market. 
At the present time, the firm’s big 
problem concerns production, which 


STOPPED 
THEM! 


She stood in the 
aisle as you en- 
tered the store, her 
apron piled full of 
cans of syrup, her 
smile an invitation 
to try it... And she 
lithographed 
at ERIE in true to 


life colors, 


was 


a life 
sized process re- 
production of a 
famous trade char- 


acter. 


has been somewhat 
supply the demand. 

The Post is the only publication to 
feature the new series, which will 
contain eight insertions over a pe- 
riod of 13 weeks. These will be de- 
| voted to other Ingersoll-Waterbury 
products as well as the dollar watch, 
which opened the series. The next 
insertion will be on Mickey Mouse 
| watches and following that, the new 
dollar clock. 

The remainder of the effort will 
|be concentrated on promotional 
matter and window displays, which 
have played an important part in the 
|company’s sales activities during the 
past year. 

In launching the new clock, there 
was some concern as to whether the 


inadequate to 


firm, with a popular name in the 
watch field, could find a large low 
price clock market. It has had 


higher priced clocks in its line, but 
the problem was different. The ques- 
tion was answered by orders re- 
ceived so fast after the trade an- 
nouncement that consumer copy 
was run back in the series to afford 
time to catch up. 

Styling of the clock is merchar- 
dising news, for it is said to be the 
first chromium banded alarm clock. 
Breaking from the vogue for the 
square shape, ascendent for a num- 
ber of years, Ingersoll’s dollar model 
is round with saddle legs, represent- 
ing a new conception of the round 
clock. 

The Federal Advertising Agency, 
Inc., is in charge of Ingersoll adver- 
tising. 


Stations Add to Power 


The power of KRFC, San Fran- 
cisco, and KHJ, Los Angeles, will be 
increased five-fold before the end of 
the year. New power transmitters of 
5,000 watts each have been ordered 
for the stations. 


Names Olmsted-Hewitt 


Advertising for TUX, hygienic 
tampons, has been placed with Olm- 
sted-Hewitt, Inc., Minneapolis agency. 
Newspapers will be used. 


el ws 


help you display 
your product at 
the point of sale! 
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Heart Attack | 
Proves Fatal — 
to W. Boynton 


Detroit, Mich., Sept. 27.—Walter 
Boynton, of the publicity staff of | 
Campbell-Ewald Company, died sud- 
denly of heart disease in the New 
Willard Hotel, Washington, BD tx 
early last Sunday morning. The body 
was returned to Detroit for inter- 
ment. 

Mr. Boynton, who was 58 years old, 
enjoyed a business career as catholic 
as his private interests. After gradu- | 
ating from the University of Michi- 
became a reporter on the 
Detroit Free Press, of which his 
father, Albert G. Boynton, was CO- 
owner with William Quimby. 

Later, Mr. Boynton became music 
critic of the Free Press, « niche for 
which he was eminently qualified be- 
cause of his love for music and his 
own talent as a cellist. 

He later became owner and editor 
of Concrete-Cement Age, but sold it 
shortly after the war. He then 
served Inland Metal Products Com- 
pany, Detroit, but in 1921 joined 
Campbell-Ewald. Shortly after he 
became chief of publicity for the De- 
troit office of General Motors Cor- 
poration, which he left to become De- 


gan, he 


troit editor of Automotive Daily 
News when that publication was 
started. 


Mr. Boynton left that post to become 
vice-president of another agency, 6. 
C. Winningham, Inc., but about two 
years ago returned to his first love, 
Campbell-Ewald. In 1928, while presi- 
dent of the Alliance Francaise, he 
was decorated by the French govern- 
ment in recognition of his work in 
promoting friendship between the 
United States and France. 


Discontinues Agency | 


Howard Law has disposed of the} 
advertising business conducted in 


Philadelphia under the name of 
Howard Law & Co., and has been 
appointed advertising manager of 


the Thermoid Rubber Company, | 


Trenton, N. J. 


JANTZEN ADDS 
TO MAGAZINE 
LIST FOR 1939 


Salesmen Get Details of 


Campaign in Playlet 


Chicago, Sept. 26.—Dramatics were 
employed to tell Jantzen’ Knit- 
ting Mills’ salesmen about the 1935 
magazine and outdoor campaign for 
the company’s line of swim suits 
when three NBC staff men put on 
a three-act playlet, “Behind the 
Scenes in An Advertising Agency,” 
at the sales conference which 
closed a three-day session last Wed- 
nesday at the Edgewater Beach 
Hotel. The lines were written and 
produced under the direction of Ray 
Andrews, vice-president, Botsford, 
Constantine & Gardner, Portland, 
Ore., who has handled the account 
since the inception of the business. 

The first act depicted “The Adver- 
tising Agency As You Think It Is,” 
showing the chief, account execu- 
tive, and space buyer trying be- 
tween nods and yawns to hurriedly 
lay out a campaign and copy theme 
that would bowl-over Mitchell Hei- 
nemann, Jantzen sales and advertis- 
ing manager. The burlesque pro- 
moted a great deal of fun. 


Get Down to Business 


The second act opened with the 
same characters arriving at their 
desks bright and early with pep be- 
ing registered in action and speech. 
A conference was called to consider 


| plans for the 1935 Jantzen campaign, 


the time being devoted to a review 
of the 1934 effort and the reported 
success that it attained. A month 
later, to the day, a full program 
was to be ready in detail to submit 
to the client. 


In the third act the 1935 schedule 


} was revealed, with the space buyer 


This Year... 
METAL-QUARRY CATALOGS 


will earry a CLASS 


of MANUFACTURERS with 


IFIED DIRECTORY 


condensed 


tables of TABULATED BUYING DATA 


Cee ONG ager 
( _ a the 


More than 4000 copies to be 
distributed in November to 
buying and_ specifying 


power in the metal and non- 
metallic mining industry! 


A recent questionnaire check- 
up among these men of the 


industry again emphasized 
their extraordinary interest in 
this—the 14th Edition. Most 
of them told us they looked in 
METAL-QUARRY CATA- 
LOGS first whenever they 
were in the market—be- 
cause METAL- QUARRY 


M-Graw-Hint Catavoc SERVICE _ | CATALOGS gave them the 


kind of buying data they re- 
quired in the way they liked 


_ 


Fa 


to have it. 


Now, for the first time—a 
product or classified direc- 


tory of manufacturers who serve this industry! If you sell the 


metal and non-metallic mines, 


mills, smelters and_ refineries 


your catalog belongs in the 1934/35 METAL-QUARRY CATA- 
LOGS and DIRECTORY OF MANUFACTURERS. 


Last forms close October 20. 


McGRAW-HILL PUBLISHING CO., Inc. 


CATALOG & DIRECTORY DIVISION 
330 West 42nd Street, New York, N. Y. 


DREFT IN DEAL 


< Spee fear’ 


ibs 


“WHE Wanoie THE wartd—tht Gaiateg Yur subs 


A deal in which two cakes of 
Camay are being offered free 
with the purchase of one package 
of Dreft is being tried out in a 
few markets by Proctor & Gamble. 


giving the chief and the account 
executive his reasons for the selec- 
tion of media. The three also dis- 
cussed the theme of the campaign 
and other details to give the sales- 
men a comprehensive picture of 
the magazine effort that will support 
their sales work during the coming 
season. 


Gives Reason for Show 


Mr. Andrews explained in present- 
ing the innovation to the group that 
he conceived the idea as a means 
of telling the men the otherwise cut 
and dried story he had been pre- 
senting to them in charts at similar 
meetings for years past, believing 
it would give them a keener appre- 
ciation of the thought and research 
that was behind the company’s ad- 
vertising which has been credited 
with such an important part in the 
company’s success. 

Publications which will carry the 
Jantzen copy next spring and sum- 
mer include American Boy, Boys’ 
Life, Collier's, Cosmopolitan, Golden 
Screen, Harpers Bazaar, Motion Pic- 


ture, Movie Classic. New Yorker. 
Photoplay, Saturday Evening Post, 
Screenland, Screen Star Stories, 


Shadoplay, Silver Screen and Vogue. 

This is the first time the company 
has used boys’ magazines and the 
movie group has been augmented. 
Some four-color, as well as two-color 


pages will be used, as also will the | 


inside and outside column combina- 
tion so successfully utilized during 
the past season. 

The company will use double the 


number of traveling displays that it | 


did this year as created by 
Stensgaard organization. <A 
treatment will be 
graphed store and counter displays, 
R. M. McCreight, sales promotion 
manager, announced. 

For the first time, the company’s 
salesmen will be provided with an 
elaborate portfolio outlining the 
advertising and promotional cam- 
paign, to be used in selling the 
trade. 

An analysis of the magazine cam- 
paign during the past summer dis- 
closed that the company ran 56 per 
cent of all swimming suit copy that 
appeared, including that of six other 
manufacturers. It carried nearly 
100 per cent of the outdoor display 
for the industry. Sales in units ad- 
vanced 31 per cent over last year. 
The increased appropriation for the 
next year is based on anticipated 
greater sales. 


Ramin va McCandlish 


Nathanial Ramin, formerly with 
H. P. Hood & Co., Boston, Hendler 
Ice Cream Company, Wilmington, 
Del., and Neher-Whitehead & Co., St. 
Louis, has been appointed New Eng- 
land representative for the McCand- 


the 


lish Lithograph Corporation, Phila- 
delphia, with offices at 1715 Common- 
wealth Ave., Boston. 


Get Burner Account 


The cooperative newspaper cam- 
paign of the Burning Oil Distributors 
Association and Chicago Oil Burner 
Association is being handled by 
Roche, Williams & Cunnyngham, Chi- 
cago agency. 


new | 
given the litho- | 


Inc., Chicago. 
gins its third year of this campaign. 


000 will be awarded General Electric 
appliance salesmen as an 
to renewed efforts during an eight 
weeks’ campaign ending Oct. 31. 


Henry candy bar, made by William- | the 


son Candy Company, Chicago. 


— 


Getting Personal 


Roy Sarles Durstine, Jr., who entered the world at Doctors Hog. 
pital September 15, furnished cause for an extra edition of the BRno 
newspaper, appropriately printed on blue, instead of the customar, 
pink. As soon as the proud father was able to be about, he was the 
central figure in the ceremony of receiving the check for $100 regy. 
larly paid by his firm for every BBDO baby. .. 

A playmate for the Durstine infant was thoughtfully manage 
by Charlie Underhill (BBDO radio), whose son was born at th: 
hospital a few hours before the arrival of Roy, Jr. 

Edmund C. Reardon, Yonkers lawyer, will have occasion to fee; 
especially thankful this November 29, when he will claim as his bride 
Ellen Stuckey, Grey writer and art director. However, Miss Stuckey 
has assured agency associates that housekeeping where she is per. 
sonally concerned holds no glamour to compare with that of her 
profession. . . 

Henry Lee, Simmons-Boardman president, has been a member 
of the Lake Hopatcong Country Club for 15 years, but this is the 
first year he has won the club championship. He explains it modestly 
by saying the other fellows were off their game. . . 


Dan Topping has added a qualifying medal, won at the Nassay 
Country Club’s annual invitation tournament this week, to his collec. 
tion of golfing trophies. 


Harry Singer, in charge of color advertising at the Mirror, js 
making excellent progress after a serious spinal operation. He ex. 
pects to leave the New York Orthopaedic Hospital in three weeks 
and to return to the office about the end of October. 


Horace Myers, the Jamaica rum king, who heads the house of 
Fred L. Myers & Son, has returned to his suite at the Roosevelt after 
a long sojourn at Atlantic City. His praise of the resort indicates 
to associates at Biow that his relentless war against “Jamaica type” 
rums met with considerable success in that important sector. 

Don Bridge, advertising director of the New York Times, has 
agreed to conduct a lecture course on advertising this winter at the 
School of Business of Columbia University. 


Same 


Pointing out Roy Youmans as the most versatile advertising man 
present at the Financial Advertisers convention, the Buffalo. Times 
neglected to say he is a w.k. fencer and amateur painter, as well as 
an advertising executive at Sumner, aviator, polo player and amateur 
boxer. Roy works out with the foils three times a week at the New 
York Athletic Club and regularly attends a life class in the Village. . , 

Howard Myers, publisher of Architectural Forum, will return to 
his Bronxville home next week after a summer at Lavelette on the 
Jersey shore. Charlie Woolcott, of Daniel Starch & Staff, is back 
in a Riverside Drive apartment after a summer at Bronxville. 

Fred Kenkel, at Gardner, is wondering if he holds the record for 
time spent as a space buyer with one agency. His firm is presenting 
him with a medal next week to mark his 15th year of service in that 
capacity. 

S. E. Hendricks, 85-year-old v.p. of Thomas Publishing Company, 
is as energetic as anyone in the advertising business. He dashed 
away this week on one of his frequent swings around the western 
circuit. 

Ralph Neave, Jr., who works on the Squibb account at Geyer- 
Cornell, is the son of the Cosmopolitan representative. Harry 
A. Groesbeck, Jr., who recently joined Sterling Engraving, is a brother 
otf Kenneth Groesbeck, Mc-E v.p... 

Warren Wheeler, Bakers Review a.ni., bowls over 200. But he 
makes more money and gets more excited over the contract table. 

Few of those attending the cocktail party of Powel Crosley, WLW 
radio chief, at the N.A.B. convention in Cincinnati last week, knew 
the occasion Was also his birthday. 

O. H. Caldwell, former FRC member and now publishing director 
of Radio Retailing and Electronics, sees facsimile advertising as a 
tuture broadcasting development. 

Stanley Hubbard and Ford Billings were very much on the job at 
the N.A.B. convention for KSTP, St. Paul. Arthur B. Church, 
KMBC, is one of the preferred orators among the broadcasters. 

Harry Shaw, WMT, Waterloo, Ia., flew to Cincinnati to be presen! 
at one day’s sessions of the broadcasters. He’s an ex-pres. H. P. 
Gould, Chicago researcher, was an interested onlooker at the N.A.B 
convention. . 

Sam Nelson, Fawcett Publications advertising chief, was formerly 
a banker. He took to advertising like the proverbial duck to water. . - 

H. S. Gardner’s favorite beverage is buttermilk. Henry 
Weissenbach, Peck v.p., is the father of Charles Weissenbach, the 
bridge expert who holds several metropolitan championships. 

John Davidson, Federal radio, made a tour around the world iD 
1922 with “Believe It or Not” Ripley. Charles Nash, v.p.& a.m 
of Standard Sanitary, is married to a distinguished medical specialis! 
on the Bellevue staff. Mrs. (Dr.) Nash uses her own name in prac 
tice. 

David Davies, Seagram a.m., worked up gradually to the adver 
tising of potent beverages. Some years ago he sales-promoted tea 
for Lipton in England and America. Harold White, Thomas 
Cook & Son head, spends his leisure hours trying to break 120 at 
golf. 


“The Chicagoan” 
Augments Staf 


} 


Wrigley Renews 
Wm. Wrigley, Jr., Company, Chi- 


cago, has renewed its contract for ad- According to Edwin S. Cliffore. 
vertising on the comic pages of news-| general manager of the Chicas” 
papers through Neisser-Meyerhoff, Publishing Company for the Pe" 


: » has 
Thus the company be-|four years, Vernon J. Quigley *” 


joined the Chicago selling staff of ye 
Chicagoan, along with other ne 
appointments. ated 

Representatives have been erg? 
in Philadelphia and New Englant 
assist P. J. Carlin, New York @°"" 
tising manager. 


Two Appoint Agency. 
Advertising of the a ri 
Moss Company, Boston, planer... 


Salesmen Get Prizes 
Cash prizes in the amount of $100,- 


incentive 


Places Candy Copy 


John H. Dunham, Chicago agency,| printer, and the Boston Un wit 
placing newspaper copy on Oh/ School of Music has been piompan’e 


Stoddard Sampson 
| Boston agency. 
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PRINTS BLEED NEWSPAPER PAGE | 


J Monterey in a finish that's like 
jesert holly .. . BRUSH WHITE 


new twin studio divan 


(J The ‘Padre’ in Monterey ... 
a 


Meee. | 


| 
} 
| 


Desert acioth draperies 
» im thick creamy white | 


Monterey mirrors double 
the charm of Mosterey!. 


oe $695 


<6 TR Rape Date etn TY Few 


| 
You can take Monterey 
lamps steaight to bed! 


~ Dar he Bret 9 


ines ay @ Gents hae 
md cidah bk $595 
wh naan ee 


N HEADQUARTERS 


Black and white bleed page printed last week by the "San Francisco | 


News.” 


The dotted lines above the signature (which are not | 


included on the printed page) show how the plate was split into | 


three sections, the lowest portion actually appearing at the top of 

the layout and being trimmed into position at the bottom of a fol- 

lowing page, while the section between the dotted lines was printed 
separately. 


LEED PAGES IN 
INILY AVAILABLE. 
10 ADVERTISERS 


uued from Page 1, Col. 2) | 


| 

“ils explains, “both the plate cylin- | 
‘rand the impression cylinder on | 
‘te extra unit which carry the plate | 
‘the major part of the page are | 
ved forward. 
Thus on the larger plate about | 
inches of the printed impres: | 
(actually on the top of the! 


One Minute 


152 A 


page) is cut off in the folder and be- 
comes the bottom of a finished page, 
while the small plate carrying the 
separate strip of copy runs on a regu- 
lar stereoplate in usual lock posi- 
tion occupied by the back page. 

“In reality every new revolution 
of the large plate on the extra unit 
places an impression on the paper 
web that is part of the advertisement 
in one paper, as it comes from the 
press, and part of the advertisement 
in another paper immediately fol- 
lowing.” 

On the day the first bleed page 
was run, it is explained, the Lind- 
bergh kidnapping story broke and 
the News’ presses were speeded up 
to their full capacity of 40,000 an 
hour with perfect register and no 
complications on the bleed page. 


Ay 


a 


| 


GENCIES 


Agency men (and women), publishers’ representa- 


tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
~. large pleasant rooms, an atmosphere of peace, 
(“anda staff that really enjoys making guests happy. 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


Vth Street and Lexington Avenue - New York City 


A ROGER 


s MTT & HO Ts & 


‘‘Auto Fatigue’”’ 
Is New Dodge 
Gift to Trade 


(Continued from Page 1, Col. 1) 


|}employment produces a warming up, 


or increase in efficiency followed 
the next hour by fewer errors and 
accidents. The drivers were sent 


out for warm-ups, then tested in the 


laboratory. The real fatigue drives 
were then administered over con- 
crete roads from Chicago to Port- 


age, Wis., and over dirt and gravel 
and concrete roads from Chicago to 
Madison via Sycamore, after which | 
a final laboratory fatigue check was 
made. 

Devices in the test cars recorded | 
every swing of the steering wheel | 
and every time the driver leaned | 
forward, as in tension. 

The Dodge car showed up well in| 
the tests, but even if it had not, of- | 
ficials felt the research would be 
very worth while for the informa-' 
tion it would give to factory engi- 
neers. On restless movements, for 
example, the last quarter of test | 
drives showed a 96.3 per cent in- |} 
crease for Dodge and 117.8 per cent | 


those of the first 


li want 
to sell: 


Aluminum Asbestos : Bearings 

Belts and Belt Drives Brass 

Bushings : Carbon Brushes : Cast- 
ings : Coils : Coil Winders : Com- 
mutators Condensers Contact 
Points Controllers Copper : 
Cord Sets & Plugs : Electric Sheet 
: Felt : Fibre : Finishes : Flexible 
Shafting : Gears Heating Units, 
Rods, Grids Laminated Phenolic 
Products : Lava : Machine Screws : 
Mercury Switches : Mica : Molded 
Products : Motors : Name Plates & 
Decalcomania Paper Phosphor 
Bronze : Porcelain : Rectifiers : 
Relays : Resistances : Rheostats 

Rubber : Screw Machine Products : 
Slate : Soldering Compounds : Lugs 
& Terminals : Speed Reducers 

Springs : Stainless Steel : Stamp- 
ings : Strip Steel : Switches : Tape 
: Thermostatic Metal Thermo- 


stats : Varnish : Washers : Waxes 


& Compounds : Wire : Wire Strip- 
pers : Zinc, etc. 


e WHAT IS MY 


_ Electrical @ | 
Mancfacturing 


RT 


Timing New Products to Their Markets 


e 
The Motor Comes Down Off the Shelf 
in Machine Design 
- 


Product Appearance Builds Sales 
. 


|soon be issued in booklet 


On the return trip the steering 
wheel movements increased 16.7 
per cent on the Dodge and 47.6 per 
cent on the other make. Dr. Ryan 
held this to indicate that there was 
something, which has not yet been 
scientifically traced, in the Dodge 
which made it less tiring to drive. 

The last thing a driver lets down 
on, he declared, is his control over 
the wheel. The importance of this 
fatigue-producer is indicated in the 
fact that on concrete the steering 
wheel is turned 10,000 to 15,000 
times in a 350-mile run while on 
dirt and gravel, the figure stands 
between 20,000 and 30,000 times. 

Total impairment of drivers by fa- 
tigue in the Dodge test cars was 52 
to 65 per cent less than with other 
cars used. 

An interesting out 


point brought 


by Dr. Ryan was that the sensation | 


of fatigue is not an adequate regis- 
ter of actual fatigue, falling short 
of what scientific measurement 
proves. 
Results of the 


to date will 


forin. 


tests 


To Erect Own Building 


The California Fruit Growers Ex- 


loft the 


change will erect a Sunkist building | 


next year in Los 
building, to be at 


Angeles. 
Fifth and 


| for one of the other makes over! streets. will be six stories high and 
quarter 


cost $400,000, 


Blowers 
ment 
Cash Registers 
Roasters 
paratus 
Flashlights 


frigerators : 


Telephone Systems 
Trains & Novelties 


ing Machinery, etc. 


The 
Hope | 
/}and William 


Aetna Sales Division 


Releases Film on Safety 
“Saving Seconds,” a motion pic- 
ture in silent and sound versions 
proving the fallacy of risking lives 
to save seconds, has just been com- 
pleted by Castle Films for the Aetna 
Casualty & Surety Company as its 
contribution toward lowering the 
annual toll of 31,000 auto fatalities, 
one-eighth of them children. 
Aetna will release it through its 
coast-to-coast sales organization for 


local showings before civic groups, 
clubs and in theaters during safety 
drives. 


Hudson Test Runs 


The Hudson Motor Car Company, 
in support of its current newspaper 
drive, during the coming month will 


iconduct 20 “ruggedness runs’ over 
1,500 mile circuits throughout the 
country. Newspaper and radio an- 


nouncements will follow the progress 
Hudson-Terraplanes to be 
used. 


Vets Elect Early 

Dwight H. Early, publishers’ rep- 
resentative, has been elected presi- 
dent of the Veterans’ Advertising 
Club, Chicago. Other officers are 
George Kein, John B. Woodward 
Company, vice-president ; Gove 
Compton, Printers’ Ink, secretary, 
Webber, John W. Cul- 
len Company, treasurer. 


... to the 
manufacturers of: 


Air Conditioning Equipment : Air Heaters : Batteries : 
Bottling Machinery 
Business Machines 
Clocks 
Conduit & Conduit Fittings : Control Ap- 
: Cranes & Hoists 


Broadcasting Equip- 
Carousels Carbonators : 
Clothes Washers Coffee 


: Dishwashers : Elevators 


Floor Machines : Fuses : Heating Pads : 
Ironers : Lamps : Lathes : Lighting Equipment : Light- 
ing Plants : Metal Working Machinery : Motors : Oil 
Burners : Ovens : Packaging Machinery : Panelboards : 
Permanent Wave Machines 
& Compressors : Radio Receiving Sets : Ranges : Re- 
Sewing Machines 
vices : Switches : Table Appliances : Time Switches : 
Textile Machinery : Tools : Toy 
Transformers 
Machines : Vacuum Cleaners : Vending Machines : Vibra- 
tors : Water Heaters : Welders : Wire & Cable : Wiring 
Devices (Sockets, Plugs, Receptacles, etc.) : Woodwork- 


Printing Presses : Pumps 


Signal & Alarm De- 


Ultra Violet Ray 


ADVERTISING APPROACH? 
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Electrical 
Manufacturing 


Embracing design, engineering, production and mar- 


keting of electrically energized machines, 


appli- 


ances and accessory equipment—also their rebuilding 


THE GAGE PUBLISHING CO. 
232 Madison Ave., New York, N. Y. 


Publishers to the Electrical CCA Industry Since 1892 
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Perrin-Paus Get 
W. J. Dennis Account 


W. J. Dennis Company, Chicago, 
manufacturer of weather strips and 
screen frames, has placed its account 
with Perrin-Paus Advertising, Chi- 
cazo. Newspapers and trade papers 
will be used. 

The same agency will 
papers for Faultless Caster Company, 
Evansville, Ind., a new account. 


Buffalo Club Has 
Advertising Display 
The first annual advertising dis- 
play of the Greater Buffalo Advertis: 
ing Club will be held Oct. 23-27 in- 
clusive, at Hotel Statler. The club 
and a number of civic organizations 
will sponsor daily luncheons at the 

hotel during the exhibit. 


Compete for Trophy 


kxecutives of Best Foods, Inc., held 
their second annual golf competition 
for the Jay Gould trophy Sept. 14 at 
Rockwood Hall Country Club, North 
Tarrytown, N. Y. C. E. Egger, na- 
tional promotion manager for Hell- 
mann’s, was the winner. 


Outdoor Service, Inc., 
Concentrates in East 


Outdoor Service, Inc., has taken 
enlarged quarters in the Lincoln 


Bldg., New York, and will transfer 
all service departments to that office, 
at the same time closing the Chicago 
office. 

The outdoor agency has been ap- 
pointed to handle the account of 
Gordon gin in America. 


REP 


utation 


Reputation makes custom- 
Holds them. Warms up 
prospects long before they be- 
come customers. Without it 
every manufacturer’s plant is 
but a pile of building ma- 
terials. 


ers. 


It is good to remember 
when building an advertising 
campaign that the spreading 
of news of performance is the 
most important part that ad- 
vertising can play in building 
reputation for a company. A 
manufacturer’s own belief in 
his products will sell them 
only when he translates that 
belief into demonstrated 
value. And that’s the stuff 
that makes good advertising 

that builds reputation. 


Here is how one of our old- 
est advertisers feels about it: 


“Our continuous advertising 
in E.N.-R. and C.M. over a 
period of years makes our 


name and reputation so well 
established that no engineer 
or contractor ever need feel 
that he must justify his selee- 
tion of our equipment.” 


If the outlet for your prod- 
uct is in the construction in- 
(lustry spread the news about 
it far and wide by means of 
building advertis- 


reputation 
Ing in. 


McGraw-Hill 


Publications 


use trade 


RECORD THRONG 
AT DISTRIBUTION 
MEET IN BOSTON 


1, Col. 4) 


C oii 


nuecd from Page 


economic life—the. most effective 
and efficient means of 


goods to the consumer.” 


Asks Retail Council 


A suggestion for the 
of a “national retail 
council,” which could 
authority for the 
voiced by Edwin R. 
president of Associated 
Corporation, New York, 


organization 
distributors 
speak with 
retailer, was 
Dibrell, vice- 
Dry Goods 

who also 


strongly urged the adoption of a 
national sales tax to replace exist- 
ing state sales taxes which impose 
unequal burdens upon retailers in 
adjoining states. 

Ethical advertising and _ ethical 
business policies go together, but a 
danger exists in the fact that the 
same tools that can be used effec- 


tively by the ethical business man 
may be used just as effectively by 
the unethical, C. B. Larrabee, man- 
aging editor, Printers’ Ink, told the 
conference. 

The public is 
ingly familiar 


growing increas- 
with the mechanics 
of advertising, he pointed out, and 
under such circumstances dishonest 
or misleading advertising is certain 
to lend force to the old adage that 
familiarity breeds contempt. 


Talk of Codes, Prices 


The Monday luncheon session was 
featured by the reading of a letter 
from President Roosevelt, which is 
given in detail elsewhere in this 
issue, and by talks by Richard 
Valdo, president, McClure Newspa- 
per Syndicate, and Frances Perkins, 
Secretary of Labor. 

The first speaker at 
afternoon session Irving Fox, 
Washington representative of the 
National Retail Dry Goods Associa- 
tion, who traced the development of 
codes, and asserted that a reduction 
in production has_ resulted 
their operation. 

“Real recovery can 
achieved when the number 
of merchandise delivered into con- 
sumers’ hands is on the increase,” 
he said. ‘This increase can only be 
brought about by maintaining or in- 


the Monday 
was 


from 


only be 
of units 


creasing the present buying power 
and increasing the consumption of 
consumers’ goods by keener compe- 
tition among producers and distrib- 
utors and by eliminating the re- 
strictive provisions in codes which 


tend to eliminate and discourage 
competition, mass production and 
mass distribution.” 

The remainder of the Tuesday 


(afternoon session was given over to 
“un interesting forum on the subject 
lof price fixing. 
| 
| Urges More Showmanship 
| Ernest C. 
|Dry Goods started = off 
|the Tuesday morning session with 
ja thoughtful talk on “Showmanship 
lin Retailing.” He pointed out that 
| to sell merchandise one must either 
| find new things to sell the old way, 
|or find new ways to sell old things. 

Changes in the design and ap- 
pearance of everyday articles, he 
suggested, are especially useful in 
building up new demand. Citing 
bath towels as an example, he re- 
marked they have. always 
rectangular. 

“Why shouldn't they be square?” 
he asked. “When two people were 
supposed to use the same towel at 


Hastings, 
Economist, 


president, 


been 


the same time, maybe a rectangular 
one was best. Now we have indi- 
vidual towels, or are supposed to 
have. It is my conviction a square 
towel would be more. satisfactory 
and more practical. Look at the 
centers of your present towels at 
home and see how used and soiled 
they are. A change of towels to 
square instead of rectangular would 
increase the present market possi- 


bilities by 
cent, if 


many hundreds of 
accepted by the 


per 
public.” 


presenting | 


E. C. Sams, president, J. C. Pen- 
ney Company, attacked the growth 
of chain store taxes and graduated 
sales taxes. He pointed out a num- 
ber of inequalities in a number of 
the proposed laws, and urged that 
the conference combat them. 
“Through discriminatory taxes, the 
state holds an umbrella over the 
less efficient man, and the cost of 
holding that umbrella comes out of 
the consuming public to the detri- 
ment of our so-called economic bal- 


ance,” he said. 
Discuss Packaging 
He was followed by Dr. Paul 
Nystrom, president, Limited Price 
Variety Stores Association, who 
criticized many of the codemakers 


for retarding recovery by inserting 
selfish clauses to protect their own 
interests at the expense of the com- 
munity. He referred specifically to 
efforts made to fix prices, eliminate 
competition, and to raise prices un- 
reasonably. 

Packaging and its effect on dis- 
tribution was discussed by Irwin D. 
Wolf, secretary, Kaufmann Depart- 
ment Stores, Inc., Pittsburgh. He 
reviewed the packaging clinics 
sponsored by the American Manage- 
ment Association, and then outlined 
his philosophy on packaging as fol- 
lows: 

“You will sell more of your goods 
in competition with other goods if, 
first your package has eye value; 
if, second, your packages are small 


enough so that they fit into the cur- | 


rent consumer shelves; 
they are practical packages, 
to use, rather than simply 
a.” 

In conclusion, Mr. 
that the tendency 
smaller quantities, 


made 


Wolf observed 
will be to use 
as an outgrowth 


and if, third, | 


to look 


of apartment life, and the constant | 


reduction in the size of apartments. 
The increasing appreciation of art, 
he suggested, should be reflected in 
the packages of the future. He of- 
fered the cigarette package as an 
example of one that could be im- 
proved considerably. 

Dean Wallace B. 


Donham, Har- 


vard Graduate School of Business | 


Administration, was the first speak- 
er at the Tuesday luncheon session, 
which was broadcast in entirety 
over the National Broadcasting 
Company network. In his speech on 
“The Future We Hope _ For,” 
stressed the need for recovery, 
reform, 
that 


not 


would develop confidence. 
Describes Radio’s Place 


The relation of radio to distribu- 
tion was discussed by Edgar Kobak, 
vice-president, National Broadcast- 
ing Company. He described radio as 


an advertising medium and_ the 
newest division of the distribution 
system. “Radio is the fastest 


means of communication 
manufacturer to consumer that has 
yet been developed,” he said. “This 
means that sales, advertising and 
distribution plans must be geared 
to a higher speed. The radio ad- 
vertiser must face the problem of 
handling the sale and 
goods with more speed, 
of this closer contact 
sumer.” 

Mr. Kobak pointed out that 
geographical distribution of 
receiving sets parallels very closely 
the geographical distribution of re- 
tail sales. He emphasized that this 
relationship is an entirely volun- 
tary one, controlled solely by the 
consumer. 

One of the 
the Tuesday afternoon session 
that of Ruth O’Brien, chief, 
sion of textiles and clothing, 
of home economics, 
Agriculture, who 
selling strictly 
would aid 


from a 


because 


interesting talks at 
was 
divi- 
bureau 
Department of 
suggested that 
on the fact 
greatly in overcoming 
consumer — skepticism. She then 
pointed out how difficult it is for 
consumers to obtain specific and 
pertinent facts on most articles. 


basis of 


Sees 


“We need emphasis 
the best quality that can 
various price ranges to 
ous pocketbooks, and we need to 
tell the customer definite truthful 
facts about the quality of the goods 
in these different ranges.’ Miss 


Market for All Grades 


on making 
be sold in 
meet Vari- 


he | 


and assurances for business | 


delivery of | 
with the con- 


the | 
radio | 


O’Brien said. “We can do this 
through advertisements and inform- 
ative labels.” 

“The arguments against quality 
grading seem to center on the idea 
that only the A grades would find 
a market,’ she continued. “Our ex- 
perience is that consumers do not 
always want an A grade, but cer- 
tainly they do not wish to pay an 
A price for a C grade. I believe 


that a grading system would spread | 
|were Allyn B. MclIntire, vi 


sales more equally among various 
grades of merchandise to the mu- 
tual advantage of consumer and 
producer. If we do adopt this kind 
of labeling, the nomenclature of 
the grades’ established certainly 
needs standardization. 

“Why do we object to setting up 
a plane of competition in which the 
purchaser will, through suitable 
standards and grades, be given an 
opportunity to know what he is 
buying? Even a cursory glance at 
things as they are leads us to be- 
lieve that much of what is called 


| vicious price cutting would be im- 


possible and would stop if the na- 
ture of the commodity or service 
were made known to the consumer. 
“It is chiefly because consumers 
have no measure of quality that 
they are misled into buying infe- 
rior products, often with 
that inferior goods drive 
goods off the market.” 
“urope’s industrial, economic 
and social conditions today offer a 
challenge and an _ opportunity to 
American manufacturers, advertis- 


superior 


— 
“Europe Looks at American Reeoy 


ery.” “We have the whip-hang , 
we stop looking for all the goog re 
sons why not to go ahead, cal) og 
the strike of capital and IN trodye, 
a little old fashioned American ,, 
venturousness, the road is 
ahead. That is Europe's 
and I am convinced they are 
said Mr. Hirschmann. 
Among those who participateg , 
the discussion at this fina! 


Clea, 
Opinio, 
right 


Sessior 
©-pregj 
dent of the Pepperell Mfg. (op 
pany, and president of the Associ 
tion of National Advertisers; [,, 
vitt CC. Parsons, publisher Th 
Apothecary; and Carl N. Schma) 
manager, bureau of business ,, 
search, Harvard University 


Paul Grant Joins 
Chicago Agence) 


Paul Grant, formerly with the Dy 
Company and Campbell-Ewald (Co, 


pany, has joined Matteson-Fogar 
Jordan Company, Chicago, as conta 
man. 

Mr. Grant brings three new 


counts to the agency with him: W., 3 
McLaughlin & Co., coffee roaster: 
Food Display Machine Company, (| 


| poration, 
the result | 


ers and retailers,” J. A. Hirsch- | 
mann, publicity director of Lord & 
Taylor, New York, said in his talk, 


eagzo; and Glass Coffee Brewers’ (, 
Chicago. 


Hilton Gets New Post 

Peter Hilton, for the past sever, 
years in charge of publicity for th 
New York office of Lord & Thomas 
has joined Jay Faggen and Walle 
New York, press representatives, j 
an executive capacity. The organiza 
tion is public relations counsel fi 
the government of Luxembourg, 


— MASS PLAN-ADVERTISING 


population changes 


which are under constant check 
570 W. Monroe St., ‘Chicago Iil., Randolph 4432 


BIL4 ADVERTISING CARRIERS 


= _HOME-TO-HOME DISTRIBUTION OF ADVERTISING AND SAMPLES 


CHICAGO'S POPULATION DECREASES 
Preliminary Chicago census 
in population of approximately 119,000 persons since 1 
—| Reflected in a, 
= 1930 famil 84 

1934 Pw og (estimated) 832, 832,210 
Decrease 
Ail the more reason 


figures for 1934 indicate » 3 decrease 


2,578 


“10,368 
why you should use Big. 4 Service where 
are quickly reflected in ‘‘route estimates’ 


i , FS 


New York. 


1S a Summer 


PLAYGROUND 


Fd 


RIVER GBOAT 
GXCURWRONS 


. STREET, 


WRITE TODAY for illustrated folder, telling 
what to do and see in and around New York 
Fascinating tours planned without charé® 
by Piccadilly Visitors Bureau. 


Headquarters for a grand good time —this 
Summer! World-famous beaches, easily 
reached — excursions on land and water— 
golf, tennis, baseball, polo, deep-sea fishing. 
Cool theatres, sidewalk cafes, dancing on 
the Mall! 


THRIFTY HOLIDAYS 


Three days in New York—with pleasant 
accommodations and delicious meals at the 
Piccadilly — need cost no more than $12-$15! 
26 stories of attractive, modern rooms, from 
$2.50 with private bath. De Luxe Dinner 
and dancing at thrifty prices. ’ 
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Advertising 


Freedom 


Is Essential: Lasker 


(Continued from Page 1, Col. 5) 


concept of advertising which 
we ve known is this: each manu- 
sacturer has the right to project his 
through publicity in the hope 
total desire he thus creates 
vill translate itself into a consump- 
on which will pay the expense of 
iyertising and add to his profits. 
| don’t know of any advertiser 
whom I have served through the 
who went into an advertising 
gn primarily because he felt 
jled to render a social service. 
On this 1 want to be candid and em- 


that (he 


phat His fundamental thought 
vas that he make a profit. 

“But I can assure you that times 
without number I have seen adver- 


tisers glow with the thought that as 
; mdary result of their effort, 
their advertising in increasing de- 
mand for a worthy article was ren- 
jering a true social service. 

In fact, though he advertised his 
wares With the profit motive as the 
accentuating force, I know no really 
advertiser who did not realize 
f his wares did not perform a 
service, he would fail to get the re- 
sales without which, over a 
period of time, there is no 

to make a profit in a legiti- 
mate enterprise. 


sound 
that 


peat 
long 


chance 


Exceptions Are Few 


‘Of course, no one who is discuss- 
ing the subject with frankness, 
would undertake to deny that in the 
of the years there have been 
advertised to the American public 
many articles, the merits of which 
have been misrepresented, or which 

| not perform an anywise needed 
service. But in comparison 

the total number of advertisers 
these are the exceptions and not the 


ourse 


SUClal 


Somethings 
on the Ball! 


Pitchers like Gomez and Warnecke 
ive few and far between. That 
“something” they put on the ball 
has won a big majority of their 
games for them. 

BAKERS’ HELPER has “Some- 
thing on the ball” to help it to win 
and hold the confidence of better 
bakers. That “something on the 
ball” has made it the best read 
bakery publication. 

Its straightforward, unbiased ed- 
itorial policy sells itself to thinking 
akers without the aid of premiums 
or special offers. 

ensus figures show that 7,775 bak- 


‘rs do 90.6% of 1e business. 
BAKERS’ HELPER’s non-pre- 
‘ium = cireulation parallels these 


heures. 
t 


As a result your adver- 
isement will be read by bakers 
vith buying power. 


AKERS HELPER 


* MAGATIN BAKERY PRACTICE «-y MANAGEMENT 
. , , 
@ ND 


MOTION can be 
put into DISPLAYS! 


WIND-CLUTCH operated with 

m electric fan. Frigidaire and 

ish Register find them very 
Unit packs flat for ship 
regular Lithograph type 

rite tor intormation and prices 
patents. 
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lping Bakers for Almost 
Half a Century 
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rule, and they have diminished con- 
stantly with the years. 

“However, whenever the 
of advertising is being denounced, 
these exceptions are cited. The 
whole picture of advertising is thus 
distorted by a false emphasis: The 
legitimate operations of thousands 
upon thousands of earnest advertis- 
ers are thereby beclouded. 

“Of course, there have been fakers 
and frauds in advertising just as 
there have been fakers and frauds 
in the sciences, in medicine, in law, 
in politics, but we do not condemn 
all these professions because of the 
small minority of fakers and frauds. 
We organize within and without the 
profession or craft to regulate and 
eliminate them. We do not burn 
down the barn to get rid of the rats. 

“Most of the intellectuals who 
have propagandized in opposition to 
advertising as a whole, seem, to me, 
to premise their conclusions on this 
thesis: Since most advertisers are 
frauds, and successful frauds, the 
public must be composed largely of 
morons. Unlike Honest Abe, they 
seem to believe all, or nearly all of 
the consumers can be fooled all the 
time. Hence, they seem to conclude, 
as a substitute for free advertising 
the government should constantly 
and vigilantly step in between the 
advertiser and the public. 


subject 


Goes Too Far 


“We, that is, you and I as tax- 
payers, publish in Washington, a bi- 
weekly periodical called ‘The Con- 
sumer’s Guide.’ This is issued by 
the consumers’ counsel of the agri- 
cultural adjustment administration of 
the Department of Agriculture. It is 
widely circulated among consumer 
groups, women’s clubs, teachers of 
home economics, ete. I do not chal- 
lenge the technical accuracy of this 
work. Furthermore, it has a social 
value. 

‘However, to my mind, it goes far, 
far into the field of government 
guidance (if not actual government 
control) when it advocates the set- 
ting up of government standards by 
which the consumer should pur- 
chase; this because of the fact that 
the average consumer would not 
understand a government standard 
if he bumped into it in broad day- 
light. I beseech you, for example, to 
read the government specifications 
for soap. Get a copy of them, take 
them with you shopping. Try any- 
where to buy a soap to fit the speci- 
fications. Try to find a sales clerk 
who could read these specifications 
any better than you. It is not only 
an interesting but an illuminating 
experiment. 


| Consumer Holds Power 


“In a sense, the consumer has 
ever been a voter on the articles he 
wanted to buy just as he is a voter 
on candidates for public office. 

“If we accept the proposals of the 
anti-advertising ‘reformers,’ we might 
as well accept the thesis that there 
has to be a bureau of standards to 


save the voter from himself by guid- 
| ing him as to the merits of all the 
| various candidates for political 
| office. 

| “We might amuse ourselves’ by 
| visioning a bureau that had author- 
itv, by law, to grade the various 
candidates and to deny the candi- 
dates the right to any appeal or to 
the projection of any philosophy not 
laid down by the bureau. 

“And carrying the thought further, 
if there be applied to political prop- 
aganda what was proposed to be 
applied to commercial advertising in 
the Tugwell bill, the political candi- 
date might finally have a right only 
to put in his literature his name, 
his age, his weight, the color of his 
hair, the school at which he was 
educated and possibly (but of this I 
am not at all certain) a little sketch 
| of his ancestry. 

“T am not exaggerating 


when I 


state in its ultimate working out this 
is exactly what the Tugwell bill pro- 
posed to do for advertising. 

“If the bureaus in Washington and 
their allies, both governmental and 
privately organized, throughout the 
country, should perchance capture 
the consumers’ vote with their stand- 
ards and gradings, then the private 
competitive system, at least so far 
as trade-marked articles go, will 
have been, by and large, made im- 
possible. Therefore, even if not con- 
trolled or stifled by legislation, ad- 
vertising, as we know it, will for the 
most part have 
Why? 


ceased to. exist. 


Advertising an Index 


“Because the logical result of the 
standardization in manufacture and 
claims thus brought about, to my 
miud, must be ultimately regimen- 
tation of the producer and regimen- 
tation of the consumer. This regi- 
mentation would come about, nor- 
mally, because in its final working 
out it would be almost impossible 
for the advertiser to make the slight- 
est emotional appeal. Dry standards | 
would govern. Advertising could be 
no more than an index or like a 
classified telephone book. 


“Thus, again, we are confronted 


by the question: 
shall we adopt? 

“The two philosophies, so far as 
concerns advertising, come to the 
parting of the ways when we seek 
the answers to these questions: 

“1. Is the ‘emotional appeal’ a 
legitimate weapon in salesmanship 
(and of social value) or is a bare 
index of facts a better, safer guide 
for consumers? 

“2. Is the increased consumption 
of advertised articles desirable or 
harmful? Or is the so-called increase 
in consumption merely a diversion 
directed elsewhere? 

“3. Does advertising reduce sell- 
ing costs; hence, is it of ultimate 
benefit to the consumer? Or is it 
primarily a means of befuddling the 
consumer so that he readily pays an 
excessive price? 


Which philosophy 


Dramatizes 
“What I mean by 
appeal is not the 
ing the drama of 


Its Appeals 


the emotional 
method of invent- 
fiction, but of dra- 
matizing a fact, of putting in pic- 
ture, or simile, enticingly and dra- 
matically, What otherwise would be 
a dry, dreary, drab index. 
“Advertising is salesmanship in 
print. Certainly we would not ask 
of the spoken salesman that he con- 
fine himself merely to the dry rep- 


resentation of specifications and 
statistics, which in the end, tech- | 


nically neither he nor the consumer 
might understand. 

“Neither would we ask the poli- 
tician in seeking the public ear, to 
omit the emotional appeal. Excel- 
lent men have failed to win or to 
continue to hold public office be- 
cause they syllogized instead of ap- 
pealing to the emotions. It was their 


loss: and ours, as voters. 
. 
Cites Motor Industry 

“I, for one, believe that advertis- 
ing, by appealing to human emo- 
tions, has already increased the to- 
tal desire of the American people 
for myriad products, thus has in- 


creased the will to work that desire 
might be satisfied. Even those out- 
standing inventions—motor car and 
radio—to my mind would never have 
achieved their great volume without 
idvertising. Certainly all of us will 
agree that Henry Ford is one of the 


outstanding geniuses under. the 
modern industrial system. Yet he 


has felt it necessary to advertise, 
to stimulate the sales of his car. 
“The motor car manufacturers, as 


a whole, recognize the fact that 
while an important part of their 


advertising was and is to get pref- 
(Continued on Page 24) 


aren't confined to California and Florida, Mr. Space 


Buyer. Many of the trade journals that are look- 
ing for a slice of your budget are lemons for your 
purpose. How avoid the lemons, unless you insist 
on complete data; not just a breakdown of cir- 
culation, but a breakdown, by states, by credit 
ratings, by population of cities and towns. 


Electric Kitchen Times’ representatives can give 
you all this data, and more. Write for a break- 
down book or ask to have a representative call. 


THIS TABLE SHOWS CREDIT RATINGS OF ELECTRIC KITCHEN TIMES CIRCULATION. 


(FIGURES ARE PER CENTS) 


Total All Classes . 


Department Stores . 


Furniture Stores . 


Hardware Stores 


Handling Appliances 
Musie Stores . 
Lumber, Building Supply 


Plumbers, Handling Ap 


Miscellaneous (Ineluc 
General Stores and Dru 


Jobbers . 


Specialty Eleetrie Appl. Dealers 4.8 


Garages, Auto Accessory Stores 


Over  $75,000- -$10,000-| $2000- | $500- No | 
$500,000 $500,000 $75,000 | $10,000 $2000 Rating? 
12.2 14.1 26.4 17.6 7.2 22.4 
33.00 30.00 22.00 28 0.4 11.00 
6.5 IS.3 25 2 15.1 30.00 
4.6 IS.3 19.5 14.4 1.6 21 ry 
2.7 12.1 41.9 20.6 2.3 20.2 
OLS 9.6 30.2 21.3 9.6 32.4 
10.3 12.0 34.5 12.0 1 7 29.3 
ly Dealers, | 
pliances 3.4 20.5 25.8 13.6 8.7 27.5 
les 
g Stores 1.3 10.5 32.8 26.8 8.4 20.2 
. 55.7 22.7 14.6 14 01 5.5 


tThese figures include many stores which do 


ELECTRIC KITCHEN TIMES 


CLEVELAND, OHIO | 
Midwest Representative, L. F. McCLURE, 919 N. Michigan Avenue, Chicago 


CAXTON BUILDING "e 


not permit 


credit ratings to 


be published. 
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an ——, 
| Z = 
tries influence the market to a de-|it stimulates in large degree the|rather than throwing the system (; I N 
l RF gree that is noticeable even to the | velocity of business as a whole. away which has served us well. range Ss ew 
most superficial traveler. | “I can see no new place for ad- 


AD REGULATION 


Continued from Page 23) 
erence for their particular product, 
if that factor did not exist at all 
the total of their advertising would 
be justified in the added stimulation 
created among the people to own a 
motor car. 

“According to some older teachers 
of economic philosophy, this idea of 


‘stimulating consumption’ is all fal- 
lacy. But today, there is at least 
one group which must accept my 
faith in the value of stimulating 
consumption. That is the united 
group of New Dealers who so em- 


phatically give, as one of the causes 
of our depression, the alleged evil 
of over-production. 

“In one the social 
consumption 


sense at least 
value of stimulating 
will be denied by no thinker, no 
matter of what school: Whenever 
consumption is stimulated for a su- 
perior article, especially when the 
use of that article tends to raise the 
standard of living, the stimulus is 
worth many times its cost. 


New Desires Created 


“One of our American traits, 
which is particularly attributable to 
advertising’s influence in keeping 


the better of things of life before 
us, is our desire to get ahead. 


“ee 


We are enormously curious about 
the ways other peopie live, particu- 
larly if they belong to our own, or 
a higher income level, and ordina- 
rily we do not find out how other 
people live so that we may live dif- 
ferently, but so that we may live 
in exactly the same way. 

“In countries where the standards 
of living do not change, consumers 
let their habits dictate their pur- 
chases. Witness Mexico, where the 
peon works six days a week, if he 
gets $1 a day; and works only three 
days a week if his wages are dou- 
bled. This holds true also in an in- 
dustrialized country where member- 
ship in a fixed social class is taken 


“How different is America! Large- 


ly through advertising we have cre-| 


ated desire. This desire has trans- | 
lated itself into increased employ- | 
ment, based, mind you, on the 


common man’s stimulated desire for 
higher standards of living 


No Excessive Profits 


“Now as to the price question. 


“True there are and have been 
some advertised articles that have 
been sold at excessive profit. 

“But these usually have been near 
luxury articles comparatively short 
lived—lilies of the field. In general, 


competition has been a salutary cor- 


rective. Competing articles—adver- 
tised or unadvertised—in due time 
always displaced the profiteer and 
exploiter. 


overpriced ad- 
insignificant in 


“T maintain such 
vertised articles are 


number, compared with the whole. 

“The great body of advertised 
articles, under wise management, | 
without thought of altruism, have 
reduced selling price or improved 


quality or both, as public acceptance 


has increased volume. 


Advertising Sets Standards 


“I maintain that advertising has 


stimulated production by stimulat- 
ing consumption. I maintain it has 
done it on so vast a scale as to} 
bring about a higher standard of 
living among the American people 
than would have possibly existed 
without advertising under any sys- 
tem. 

“Witness: That in those countries 
where the standards of living are 


highest the proportion of advertis- 


ing is greatest. It is important to 
note that as the standard of living 
'goes down the standard of adver- 


tising goes down. This is universal. 
Perhaps you will answer that I put 
the cart before the horse. Then at 


least you will concede that adver- 
tising is in fact a cause and not 
merely the result of these better 


standards of living. 


for granted. The fixed social habits “And when advertising stimulates 
of the various classes in those coun-| production of the articles advertised 


OLYMPIA 


W ASHINGTON 


$3,000,000 PAYROLL IN A 
14,000 CITY ZONE 


TRADING AREA POPULATION 
30,000 


This solid all-year-’round market is nourished by a $2,000,000 
industrial payroll combined with a $982,000 state capitol pay- 
roll. 


Olympia’s industrial payroll is diversified between the world’s 
largest veneer plants, knitting mills, shingle and lumber mills, 
canning and packing plants, oyster industries, brewing, pleas- 
ure boat building and modern port facilities with complete cold 
storage plants. (223 ships loaded and discharged cargoes at 
Olympia terminals in 1933.) 


Olympia, 12th city in Washington as to population, stands 
ninth in retail sales. No vacant houses, no vacant stores. Bank 
deposits $9,800,000, exclusive of Building and Loan Associations. 


The Daily Olympian, an all-day newspaper, covers the city 
92 per cent, suburban area 60 per cent. Published morning, 
evening and Sunday. Circulation 5,618 (less than half of one 
per cent duplication of morning and evening editions.) 


Complete marketing analysis and merchan- 
dising service available to national accounts 


€ 
SS 


+ v3 4 
e Daily ~ Olympian 
p FRE frit SNE X RRL, Lee & 
National Representatives 
Veree & Conklin, Ine. 
Northwest Representatives 


J. W. Greely & Associates, Seattle 


Why Press Is Free 


| 
}one of its broadest aspects: 

“Surely no country in the worid 
can boast of a press, both local and 
national, such as we have in Amer- 
ica. The type of American news- 
paper and magazine that we know 
is a free Through the multi- 
plicity of advertising the press in 
our generation has become 
ingly independent. 
ers multiply each individual 
|tiser counts for and No 
| advertiser today can influence the 
|editor’s fundamental policies. Any 
| editor who might be thus influenced 
has a publication without influence. 
| “No more vicious calumny has 
lever been put forth than the sus- 
|picion that the press, in any major 
lor important way can be influenced 
editorially by its advertising  pa- 
trons. 


press 


For, as advertis- 


less less. 


Must Protect Profits 


| 

| “Furthermore, every publisher 
knows that the advertiser would not 
Recruits to use his paper unless a 
| profit came to him, and so my abil- 
| ity, and that of other advertisers, 
| to influence any valuable publisher 
|is by and large a myth. Because he 
knows as well as we, he will only 
|have our patronage so long as sales 
lresults justify it. 

“IT speak fact, not fiction. 
|from experience. 

“TI state here that a free press has 
|been able to maintain itself in its 
ifreedom from all outside influences, 
including that of the individual ad- 
vertiser, largely through total vol- 
‘ume of the advertising patronage 
which it created and deserved. 

“Limit the freedom of advertis- 
ing, as it would be limited under the 
proposals of its adversaries, and we 
would do away with a large 
of the American press. It would die 
in proportion as advertising would 


I speak 


idie. The first to go would be the | 
|country newspaper, Which is the 
}very backbone of our American 


democratic freedom. 


| 


End of Freedom 


“Now let us view our subject from | 


increas- | 


adver- | 


share 


Either in 


Headliner on 


Shell Program 


Louis, Mo., Sept. 27.—Haro| 


vertising in distribution. 

general principles, it must hold its 

old place changed under changing 

conditions, with abuses corrected, or 

lits place will be in the great no- 

where. St. 
“That vital basic factor of all ad- | “Red” Grange, the famous “77” o 

vertising, the free will response on|the University of Illinois and tp, 

the part of those addressed, cannot | Chicago Bears, turned his footbay 


‘live under the limitations of regi-|fame to good account tonigh: whey 
| mentation. The freedom of advertis-|he made the first of a series 4 
jing must live in order that we may | broadcasts for Shell Petroleu Co; 
have the freedom of the consumer poration over Columbia Broadeas; 


jand, yes, perchance, if | am right,|ing System. 
ithe very freedom of the press and| Grange will broadcast for 1} mip 
lof the air. ‘utes each Thursday, Friday and Sa; 


urday night for the remainder of the 
football season, speaking from (hj 
|cago over the central, southern ang 


Cites Case Histories 


“Tl, for one, am in no wise discour- 


| aged. I am glad the conflicting | southwestern network, while Eddi 
views of the two philosophies are | Pooley, former All-American quay. 
now being brought boldly into the | terback, does his chores over the 
open. The debate may be long, the | eastern chain for the same sponsop 
decision delayed. If our debate on | at the same time. from a New York 
all the subjects which are pressing | pase. 

us—advertising included—is demo- Shell Petroleum Corporation ap 


| cratically continued, it is my convic-|} nounced the inauguration of this 
tion that there will emerge a better,| program with telegrams to all out. 
a stronger, a sounder America—un-| lets, After exhorting them to take 
daunted, imperishable!” ‘full advantage of the new sales op. 
Interpolated into Mr, Lasker's ad-| portunities thus opened, the com. 
dress, as proof of his contentions | pany concluded its message wit) 
that advertising performs a public} this admonition: 
service, were reports on the “Get set for fifty-yard gains jp 
growth, through advertising, of four | sales to make program greatest su 


case 


of the company’s important adver: |cess in your experience.” 
tisers: Kotex, Campbell Soup, Cali- accsteaoati 


fornia Fruit Growers Exchange, and 
Pepsodent. 

The introduction of these products | 
and their increasingly widespread | 
use as a result of advertising, not 
only raised the general standard of 
living in important respects, but 
likewise resulted in some instances 
in lowered prices and better articles | 
for the consumer, Mr. Lasker said. 


. . 
Gulf On Air Again 

Presented in alternating cycles 
Will Rogers and the comedy team of 
Stoopnagle and Budd, will be leaders 
in the new Headliners series of Sun 
day evening broadcasts sponsored by 
the Gulf Refining Company, Pitts 
burgh, over a WABC-Columbia net 
work of 44 stations beginning Oct. 7 
Oscar Bradley, once musical directo; 
,for Ziegfeld productions and more re 
cently conductor of the St. Louis 
Municipal Opera, will direct tie o1 
chestras for the programs. 
The Ford Motor Company, follow- | : was 
| ing the success of its sound motion 


“Rhapsody” Goes Spanish 


Cleanser to Humphrey 


picture, “Rhapsody in Steel,” show- 

ing at the World’s Fair, has had Phillips & Benjamin, Boston, mak 
Audio Productions, Ine., New York,|ers of Stera-Kleen, a new denture 
produce a Spanish version which is| cleanser, have placed their adver 


| being sent to various South American |tising account with H. B. Humphrey 


Ford headquarters. 


Company. Boston. 


“And if these newspapers would 
not literally die, the very paucity 
of their advertising patronage would 
;make them editorially subservient 
|}to the occasional patron. Of this 
‘there is ample evidence in those for- 
eign countries in which advertising 
in the modern sense is still in its 
infancy. There the press is largely 
prostituted by its few powerful pa- 
trons. 

“All that holds true of the effect 
of tree advertising on the life of 
|the press, has equal validity in re- 
|lation to that new and vast instru- 
ment of public information—the ra- 
dio. 

“T for one, feel that if we keep 
adding responsibilities and authority 
to bureaucracy, from the very nature 
of bureaucracy, no matter how hon- 
}est or high minded, we finally place 
‘the dead hand of government on pri- 
vate initiative. 

“IT do not mean by this to imply 
| that there is no place for government 
| beside business and as a brake for 
| the correction of evils. But I do say, 
to repeat myself, that we do not burn 
}down the barn to rid ourselves of 
the rats. 


Only One Alternative 

“It is not only the length of a step 
that counts, but it is the direction. 
So far as advertising is concerned 
those who oppose it as it existed 
propose as a substitute such action 
as finally must result in the regi- 
mentation or near regimentation of 
producer and consumer alike. There 
will be no other alternative. 

“IT merely wish to raise my voice 
in the hope that we will not reject 
our past just because it has been 
our past. We, in advertising, as in 
other vocations and professions in 
America, recognize the evils that 
any systems and any times. will 
finally accumulate. We _ militantly 
desire to correct those evils, while 
maintaining the best in the system 
which has been handed down to us 


Z20 Yor 


THE DAY has been building a modern metropolitan news 
paper making its appeal to the younger, progressive men and 
women of the Jewish people. 


On November 4th THE DAY signalizes its 20th birthday )) 
publishing a special Anniversary Issue that will make it 4 
red-letter day in tens of thousands of the better Jewish homes. 


National and local advertisers have for years successfull) 
used “The Day” and proved it the most influential medium 
for cultivating the Jewish market. 


The 20th Anniversary Issue offers advertisers a rare oppel 
tunity to be represented in the most impressive number ©! 
~The Day” in two decades. 


To secure preferred position in the 20th 
Anniversary Issue we advise early reservation. 


THE NATIONAL JEWISH DAILY 
183 East Broadway New York 
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now has by far the 
: lowest rate per line 
| per thousand of net 
paid circulation of 
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pany, is currently touring the Pacific coast. 


LEGACIES OF ELECTRICAL WIZARD STRESSED 
LIVING 


LEGACIES OF| 


THE 
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One of a series of advertisements in ‘Fortune’ designed to impress 
the reader with the thought that the spirit of research and the seek- 
ing after perfection which characterized Edison are kept alive by 
Thomas A. Edison, Inc. Federal Advertising Agency is in charge. 


182 COLORS IN THIS CATALOG 


Four typical pages from the new catalog of Barta-Griffin Company, Worcester, 


Mass., ink manufacturer, which required more than a year to produce. The book 
is 126 pages, 7% by 10% inches, and is printed on ten different kinds of paper 
in 167 colors and 15 different black inks. Each copy went through the presses of 
six leading New England printers 191 times. All colors bleed for ease in match- 
ing. The catalog was designed by Earle H. Bean of Barta Press, Cambridge, and 
supervised by William E. Barta, Barta-Griffin president. Champion Coated Paper 
Company cooperated in the selection of book paper stocks. The company will 
fill requests for copies so long as the present supply lasts. 
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This ultra-modern streamlined truck, which can carry 2,200 gallons of gasoline for Gilmore Oil Com- 


It is illuminated with 600 feet of Neon tubing, which at- 
tracts unusual attention, but which will be removed when the truck goes into routine service. 


KODAK SALES HEAD 


Herman C. Sievers, former gen- 

eral sales manager, who has been 

named vice-president in charge 

of sales and advertising of East- 

man Kodak Company, succeeding 
the late Lewis B. Jones. 


HOW ONE BANK DOES IT 


\ 


Panel showing how First National 
Bank of Chicago makes use of 
outdoor advertising which created 
much interest at the F. A. A. 
meeting in Buffalo. The bank uses 
many of the varied types of serv- 
ice available through General 
Outdoor Advertising Company. 


5 — 
re i 
- 3 < —— ‘ 2. 3 ns 
Ce we pp i. 
“ 


HAS STRONG APPEAL FOR WOMEN 


r —_ 


Pg 
int sh ae 


This ae by Valentino Sarra, made for Cream of Wheat 
Corporation through J. Walter Thompson Company, attracted un. 


usual attention when it was included in a photographic exhibit spon. 
sored by Women's Advertising Club of Chicago last week. 


Long noted as a pioneer in the development of double-purpose pack- 
ages, Pioneer Suspender Company, Philadelphia, will greet holiday 
shoppers this year with several innovations designed to further re- 
duce sales resistance. In addition to the cigarette cases, pin trays, 
etc., in which its belts, garters and suspenders have been packed for 
some time, the new line includes confainers designed to serve as 
memo pads, picture frames, tobacco humidors, and what not. Shown 
here is a tricky garter package which blossoms out as a desk calendar. 


Suggesting the exotic origin and aesthetic use of cultures “e 
this illustration by Shigeta-Wright, Chicago, will be used y Bt 
advertising of K. Mikimoto Company. It is currently being &™ 
in the photographic exhibition of the National Alliance of Art 
Industry and Photographic Illustrators, Inc., in New '°™ 
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ADVERTISING AGE 
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Classified 
Advertising 


the rate for this department is 40 
apts @ line (not agate line); mini- | 


gum, $2. 

—~ pOSITIONS WANTED 

ydver (ising Production Manager, 
vears. college education. Experi- 
° director art work, photography, | 
out, copy. printing, engraving. 
ast references. Box 498, ADVERTIS- 
Ace, Chicago. 

a ar * ® 
Qutdoor Advertising Executive 


sires connection managing outdoor | 
yertising department for general 
vertising agency—or poster and 
int plant—or direct with manufac- 
er; nationwide reputation. Ex- 
energetic — reliable. Un- 

references. Box 499, 
Chicago. 


srienced 
| yestionable 
4 VERTISING AGE, 


WANTED: Executive position. Cali- 
wnia or Pacific Coast. Young, ex- 
vrienced in food lines, organization, 


| BByomotion, advertising. State salary, 
: ties. Box 500, ADVERTISING AGE, 
it icago 

- HELP WANTED 

ie 


Experienced advertising man for 
Anglo - 
lass magazine). 


Jewish publication 
Liberal commis- 

sons, drawing account if qualified. 
— Beal opportunity for advancement. 
| Bigox 501, ADVERTISING AGE, New York. 


foremost 


PUBLICATIONS 
Trade paper publisher wishes to 


| Huy one or two trade papers. Also 
| BBpvites correspondence with trade 
| aper publishers wishing to save 
money on printing office and sales 
verhead. Box 502, ADVERTISING AGE, 
nicago. 
SALESMEN WANTED 
leading business publication re- 


wires services of experienced sub- 


7 ciption salesman with successful 

f «ord on trade papers. Attractive 
nposition to real worker. Reply 

yck- Hiring references. Address Box 589, 

day WERTISING AGE, New York. 

re $d 

ays, 


\; Whree Accounts 
Being Handled 
* B by New Agency 


hicago, Sept. 27.—Morris, 
ler &€ Enzinger, Chicago’s new ad- 
ttising agency, has issued orders 
i behalf of the Minneapolis-Honey- 
‘l Regulator Company, of Minne- 
wlis, indicating that this promotion 
tow being handled by the agency. 
linneapolis-Honeywell will use a 
1) of important national maga- 
4s and fifteen metropolitan news- 
‘ts in a tie-up with the National 
sing Act. 
The Morris, 


Wind- 


Windmuller & En- 
“tr agency also has issued take- 
‘orders on Formfit Company, 
“480 corset manufacturer. As pre- 


sly anni eatin it is aantling ad- 
—_—. - — 


Premier-Pabst Sales 
of Blue Ribbon 


vertising for 
Corporation, maker 
Beer, Blue Ribbon 
Ribbon Ale. 


it is believed the new agency also 
will function in behalf of Roquefort 
Cheese, an account which has its 
origin in France. 

Roger Tuttle, late of 
ton, Durstine & Osborn, 
| Morris, Windmuller 
| space buyer, 


Batten, 
has joined 
& Enzinger as 
while Lester Hopper is 


| copy chief. He was with the old 
Mitchell, Faust, Dickson & Wieland 
agency. 


| Opens Cleveland Office 
| News-Week has opened a new 
-|C leveland office at 1050 Hanna Bldg., 
|} under the direction of John S. Roney. 


Malt and Blue | 


While no orders have been issued, | 


Bar- 


Promotion Is 
| Up in August 


Chicago, Sept. 27.—Although pro- 
motional advertising in the adver- 
tising field showed an increase in 


August over July, it was still well 
| below the earlier months of the year, 
a compilation released today showed. 
The total was 181,958 lines, an in- 
crease of 7,000 lines as compared 
with the preceding month. 
Newspapers continued to lead in 
promotional activity in the advertis- 


Magazines were second in 
with 45,108 lines. Other classifica- 
tions were represented with the fol- 
lowing lineage: 


| 


| ing 


ing press, with a total of 63,154 lines. | 
volume, | 


Business papers, 14,098; advertis- 
production, 12,684; 
agencies, 11,158; radio, 8,526; paper, 
5,026; outdoor, 3,850; farm papers, 
3,360; signs and displays 1,540. 

The six general advertising publi- 
cations on whose lineage figures the 
compilation is based are as follows: 

Lineage 


Advertising Age (w.).........57,918 


Advertising & Selling (b. w.). .38,276 
Printers’ Ink Monthly......... 10,164 
Printera’ Tak €W.)...ccccccces 42,868 


Sales Management (b. w.). 
Tide 


... 15,330 
OUND Ge hate eine bak 17,402 


Features Agate Club 


An article on the Chicago Agate 
Club, oldest advertising club in the 
world, appears in the first issue of 
Inland Topics, Chicago, this month. 


advertising | 


| Favors Newspaper Stand 


Judge Churchill Humphrey, Louis- 
ville, after ruling for or upholding 
the ruling of the Louisville Liquor 
Control Board that prices could not 
be used in advertising, has changed 
his attitude and continued the in 
junction against the board as issued 
in favor of the Louisville Times 
Company. 


Joins “Ohio Farmer” 


Marian Kittell, who has been on 
the staff of Capper’s Farmer for the 
past five years, has joined the staff 
of the Ohio Farmer, Cleveland. 


Wisner Changes Name 


The Wisner Poster Advertising 
Company, Butte, Mont., will hence- 
forth be known as the Packer Adver- 
tising Corporation. 


} 


‘es gedit 
Peis ‘i 
ramen Lead 


levels in every city, town and 
trading area. 


45 inure 


SERVICE 


PHOTOSTATS 


PID COPY SERVICE 


{ Vanderbilt 3-3680 
(For All Branches 
‘ State 6013-4 
Ch 
— tae 5980-! 


New York 


“te and: 


h. 9335 


age as of March 31, 1934} 


DAILY 
SUNDAY . 


New York 


Circulation (net paid, 6 months aver- 


Times-Union circulation penetrates the best buying 


village in Jacksonville's 


55,201 
60,033 


FOR SOMEBODY S$ GOODS, 


‘ae WE'RE SPENDING IT!” 


O well balanced sales program dare ignore the Jack- 
sonville trade territory during the next 12 months. The 
people here have money to spend .. . and they're spending” 
it. Unexpectedly good prices for tobacco and field crops, 
renewed construction and industrial activities and govern- 
ment expenditures have put them back in the market. 


Because income sources are diversified, no single indus- 
trial disturbance can upset the income level. There is money 
in hand now. There is further income ahead from a large 
citrus crop and a tourist season predicted as the best in 
Florida's history. 


The great, prosperous heart of this market is covered 
by the Florida Times-Union which blankets Jacksonville, 
Florida's largest city, and influences the purchases of an 
area embracing more than half of Florida's population. 


This is one of your major markets for the next year. 
Dominate it at small cost with adequate advertising sched- 
ules in the Times-Union. 


The Hlorida Times-Union 


JACKSONVILLE FLORIDA 


By Far the Largest Circulation in Jacksonville—The Largest Circulation in Florida 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Chicago 


Detroit 


San Francisco 


GARNER & GRANT, Atlanta, Ga. 


Los Angeles. 
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